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Year  in  their  circulation  categories. 
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LETTERS 


WOIIDOFTHE(NET)PROFII$ 

WITH  A  NEW  YEAR  HERE,  NEWS- 
papers  need  to  ask  themselves 
if  they  want  to  continue  to  lose 
subscribers  and  money  because  of  their 
free  Web  editions  [“Outlook  2003,  Jan.  6]. 

A  year  ago  at  The  Emporia  (Kan.) 

Gazette,  we  said,  “Enough,”  and  started 
charging  for  our  online  content.  Without 
any  doubt,  it  was  one  of  the  best  moves  we 
have  made.  Our  program  is  simple.  Each 
print  subscriber  receives  a  free  subscription 
to  our  online  site.  In  essence,  being  a 
subscriber  has  benefits.  If  out-of-towners 
want  to  subscribe,  we  charge  our  normal 
mail-subscription  rate  and  offer  to  mail 
them  their  papers.  If  they  do  not  want  print 
editions  mailed  and  just  want  the  online 
editions,  then  we  ask  whether  we  can 
donate  their  papers  to  our  area  schools. 

After  one  year,  the  results  have  been 
astounding.  We  have  subscriptions  from 
all  over  the  country;  our  Newspaper  In 
Education  program  has  been  completely 
supported  by  our  online  subscriptions; 
and,  most  important,  our  circulation 
numbers  have  rebounded  to  what  they 
were  two  years  ago. 

In  2003,  why  not  say,  “Yes,”  to  increased 
subscribers  —  and  profits  —  by  charging  for 
your  online  content? 

CHRISTOPHER  WHITE  WALKER 
EDITOR  AND  PUBLISHER 
The  Emporia  Gazette 

AN  ALTERNATIVE  VIEW 

1WAS  SURPRISED  BY  THE  POSITION  YOU 
took  in  your  editorial  criticizing  the 
U.S.  Justice  Department  investigation 
into  the  deal  made  by  Village  Voice  Media 


LLC  and  NT  Media  LLC  to  close  competing 
newspapers  in  Los  Angeles  and  Clev'eland 
[“Pasties  and  a  G-man,”  Nov.  25,  p.  9]. 

The  loss  of  a  newspaper  is  not  good  in 
any  circumstance,  especially  when  it 
implies  collusion  between  competing  news 
organizations.  Readers  suffer,  as  do 
advertisers.  The  former  are  deprived  of 
another  voice,  and  the  latter  are  subjected 
to  increased  rates. 

The  editorial  mentioned  five  alternative 
newspapers  targeting  Los  Angeles,  but 
I’m  hard-pressed  to  name  them.  There  are 
excellent  community  newspapers  such  as 
the  Wave  Community  Newspaper  and  the 
L.A.  Watts  Times,  but  JVea’  Times  Los 
Angeles  provided  a  voice  whose  loss  is 
detrimental  to  those  who  seek  alternative 
sources  of  news. 

Especially  ominous  is  the  deal  made 
by  the  owners  of  the  LA  Weekly  and  New 
Times.  It  points  out  clearly  that 
“alternative”  does  not  mean  what  it  did 
when  the  Real  Paper  published  in  Boston 
or  what  the  San  Francisco  Bay  Guardian 
represents.  “Alternative”  here  apparently 
means  how  much  money  can  be  made  by 
a  weekly  chain. 

MANLEY  WITTEN 

PUBLISHER 
Daily  Sundial 

California  State  University,  Northridge 

Correction 

In  “Moving  from  promise  to  production,'’ 
Jan.  6,  p.  20,  E&P  mistakenly  reported  that 
the  Heidelberg  Mainstream  press  ordered 
by  The  Roanoke  (Va.)  Times  was  already 
in  production.  The  press  has  not  yet 
shipped.  The  new  Times  plant  is  expected 
to  be  completed  this  summer  and  the  press 
put  into  production  in  October. 


- -  50  YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


JAN.  10,  1953: 

A  federal  grand-jury  indictment 
charging  violation  of  the  Sherman 
Antitrust  Act  was  returned  Jan. 

6  in  Kansas  City,  Mo.,  against 
the  Kansas  City  Star  Co.  The 


two-count  indictment  charged 
monopolization  and  attempted 
monopolization. 

Inauguration  Day  —  1-Day  for 
Ike  —  on  Jan.  20  in  Washington 


will  be  given  both  minute  and 
voluminous  coverage  by  all  news 
services,  which  have  announced 
elaborate  work  plans  for  the 
historic  change  of  presidential 
administrations. 
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I  THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com . . . 
i  Didn't  make  resolutions  for  your  newspaper  Web 
'  site  this  year?  Well,  columnist  Steve  Outing  has 
made  some  for  you:  Ban  pop-ups,  fix  your 
archives,  encourage  experimentation,  and  get 
blogging!  Read  “Stop  the  Presses!”  on  our  home 
page. ...  Now  that  the  holidays  are  over,  some 
.  toys  have  been  recalled.  Columnist  Charles 
^  Bowen  visits  a  site  that  tracks  dangerous  and 
unsafe  toys. ...  Get  the  scoop  on  high- school 
student  editors  who  sued  their  district  after 
newspapers  were  confiscated.  See  Jan.  10  on 
;  our  “Headlines”  page. ...  And,  as  always,  a 
new  Photo  of  the  Week,  E&P  Online  Poll,  and 
links  to  newspaper  stories  around  the  Web. 
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How  is  Sandusky  Newspapers  making  news? 


The  Solution  is  Key. 

Sandusky  Newspapers,  Inc. 

Sandusky  Newspapers  made  news  with  its  recent  purchase  of  the  Carl  A. 

Jones  Newspapers  and  its  flagship  Johnson  City  Press.  It’s  just  the  latest  in  a 
series  of  acquisitions  that  helped  the  company  grow  its  revenue  to  $130  million, 
and  aimost  quadruple  in  size.  The  1 33-year-old  family-owned  firm  owns  news¬ 
papers  in  Ohio,  Tennessee,  Michigan  and  Utah.  It  also  owns  10  radio  stations  in 
Seattle  and  Phoenix. 


Why  KeyBank? 

David  Rau,  President  and  CEO,  says:  “Key  is  a  long-time  partner  of  our  company 
since  1962  and  really  understands  our  strategy  of  growth.” 

Key  has  supported  Sandusky  through  both  publishing  and  radio  acquisitions, 
helping  it  acquire  over  $220  million  worth  of  newspapers  and  radio  stations  since 
1993.  The  strong  alliance,  which  encompasses  credit  facilities,  cash  manage¬ 
ment  and  financial  solutions,  means  that  Sandusky  never  had  to  look  elsewhere 
for  its  banking  resources.  Rau  sums  up:  “We  value  the  personal  nature  of  our 
relationship.  Most  important,  we  trust  each  other.” 


KeyBank 


To  learn  more,  call  Kathleen  Mayher,  Executive  Vice  President  and 
Division  Manager,  at  1-800-523-7248,  ext.  45787,  or  visit  Key.com/media. 

Media  and  Telecommunications 

Achieve  anything. 


losses  arm  limes  iih 
license  te  i  Seattle  JOIt 


In  a  ‘gutsy’  move,  the  paper  hires 
independent  reporter  to  protect  itself 
from  charges  of  biased  coverage 

BY  JOE  STRUPP 

The  Seattle  Times,  poised  to  possibly  end 
its  almost-20-year-old  joint  operating  agree¬ 
ment  with  the  Seattle  Post-Intelligencer,  is 
seeking  to  avoid  any  hint  of  biased  reporting  by  hiring 
a  freelancer  to  cover  the 
likely  JOA  shake-up  and 
giving  the  scribe-for-hire 
a  unique  contract  that 
virtually  guarantees  bal¬ 
anced  coverage. 

The  Times'  three-year 
deal  with  freelancer  Bill 
Richards,  a  former  re¬ 
porter  for  The  Wall  Street 
Journal  and  Newsweek, 
includes  a  monthly 
stipend  and  a  provision 
allowing  him  to  go  to  a 
mediator  if  he  believes 
editors  have  improperly 
spiked  one  of  his  stories. 

James  M.  Naughton,  pres¬ 
ident  of  the  Povmter  Institute  in  St.  Petersburg,  Fla., 
agreed  to  act  as  mediator.  “I  think  it  is  a  very  interest¬ 
ing  and  unusual  approach  that  is  meant  to  ensure 
credibilitv’,”  Naughton  told  EiJP.  Richards,  6l,  called 
the  Times'  arrangement  “creative  and  gutsy  on  their 
part.”  If  the  reporter  appeals  a  spiking  to  Naughton, 
and  Naughton  sides  with  him,  and  the  Times  still 
refuses  to  run  the  story,  Richards  can  walk  away 


► 

The  Seattle 
Times’  Frank 
A.  Blethen 
(far  right) 
and  David 
Boardman 


from  his  deal,  with  his  three-year  salary  intact. 

“We  are  trying  to  maintain  significant  separation 
between  the  news  operation  and  the  business  side.” 
said  David  Boardman,  assistant  managing  editor  at 
the  Times,  about  the  freelancer’s  contract.  “We  were 
concerned  how  we  were  going  to  cover  it  and  remain 
fair  and  balanced.” 

The  contract  is  highly  unusual.  “I’ve  never  heard  of 
anything  like  this,”  said  Robert  Leger,  president  of  the 
Society  of  Professional  Journalists  and  editorial-page 
editor  at  the  Springfield  (Mo.)  News-Leader.  “I  think 
it  protects  both  the  free¬ 
lancer  and  the  newspaper.” 

But  Jeffrey  S.  Philpott, 
chair  of  the  Department  of 
Communication  at  Seattle 
University,  believes  the  un¬ 
usual  arrangement  could 
create  problems.  “It  sets  up 
an  adversarial  relationship 
with  the  paper,”  he  said.  “It 
seems  like  an  odd  relation¬ 
ship  with  the  editors.” 

Tlie  Seattle  JOA  has 
come  under  new  scrutiny 
since  Times  executives  an¬ 
nounced  last  week  that  the 
paper  had  failed  to  make  a 
profit  last  year,  marking  its 
third  money-losing  year  in  a  row.  A  provision  in  the 
JOA  gives  either  newspaper  the  right  to  seek  its  end  if 
one  of  them  remains  profitless  for  three  straight  years. 

The  Times  —  reeling  from  a  poor  economy,  a  relat¬ 
ed  decline  in  advertising  revenue,  and  fallout  from  a 
bitter  strike  tw  o  years  ago  —  suffered  losses  in  each  of 
the  last  three  years,  spokeswoman  Kerry  Coughlin 
said  last  week.  “There  are  a  lot  of  factors  and  a  lot  of 


◄ 

Freelancer 
Bill  Richards 
(far  left)  and 
Poynter’s 
James  M. 
Naughton 


ISJ'WORKINe 
ON  WEEKENDS? 

A  Saturday  edition 
reportedly  being 
explored  by  The  Wall 
Street  Journal  could 
make  the  paper  more 
competitive  with  The 
New  York  Times,  but 
also  risks  cannibaliz¬ 
ing  its  own  weekday 
advertising,  industry 
watchers  said. 

In  addition  to  the 
obvious  delivery 
element  —  many 
Journal  subscribers 
get  their  copies  at 
their  offices  —  some 
questioned  whether 
people  would  want 
more  of  the  Journal  on 
Saturday,  generally  a 
light  readership  day 
for  newspapers. 

But  others  see  a 
Saturday  Journal  as 
a  way  to  extend  its 
strategy  of  growing 
beyond  its  core 
businessman  audience 
and  relying  less  on 
financial  and  high-tech 
advertising. 

The  Journal 
published  Saturdays 
from  its  launch  in 
1889  until  1953, 
when  the  five-day 
workweek  was  pining 
popularity  and  the 
New  York  Stock 
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Exchange  ceased 
trading  on  Saturdays, 
two  factors  that  may 
have  led  to  the  move 
to  its  weekday-only 
publishing  schedule, 
the  company  said. 

-  LUCIA  MOSES 


Freedom  Commu¬ 
nications  Inc. 
encourages  its  news¬ 
papers  to  publish 
same-sex  union 
announcements,  but 
does  not  have  a 
policy  requiring  them 
to  do  so,  said  Jon 
Segal,  president  of  the 
Irvine,  Calif. -based 
company’s  commu¬ 
nity-newspaper  divi¬ 
sion.  He  corrected  a 
“News  Pop”,  posted 
Jan.  7  on  the  Gay  & 
Lesbian  Alliance 
Against  Defamation’s 
Web  site  (http://www 
.glaad.org)  that  named 
Freedom  as  the  “first  . 
nationai  newspaper 
chain”  to  enact  such 
a  policy. 

.  Segal  said, 
however,  that  he 
believes  accepting 
same-sex  union 
announcements  is 
in  accord  with  the 
company’s  libertarian 
philosophy. 

-  LUCIA  MOSES 

A  THIRD  m 
FOR  M  POST' 

The  New  York  Post 
went  on  sale  Jan. 
6  on  Florida’s  GuK 
Coast,  the  result  of  a 
two-year,  10,000-. 
copy-a-day  printing 
agreement  with  the 
Sf.  Petersburg  Times. 
Vendors  for  the  Post 


variables  to  consider,”  Coughlin  said.  Times  CEO  and 
Publisher  Frank  A.  Blethen,  who  reportedly  told  a 
group  of  Times  employees  last  fall  that  he  would  seek 
to  end  the  JOA,  also  remained  coy.  “We  are  pretty 
disciplined  and  strategic  when  it  comes  to  decision¬ 
making,”  Blethen  told  Wednesday.  “It  will  not 
be  a  knee-jerk  reaction.” 

The  Seattle  Times  Co.,  owned  by  the  Blethen 
family,  controls  a  majority  interest  in  the  Times,  with 
a  minority  stake  held  by  Knight  Bidder.  The  Post- 
Intelligencer  is  owned  by  the  Hearst  Corp.  Roger 
Oglesby,  P-I  editor  and  publisher,  declined  to  com¬ 
ment  on  the  JOA,  but  a  Jan.  6  statement  by  Hearst 
executives  in  New  York  questioned  whether  the 
Times'  losses  could  be  substantiated:  “We  do  not 


Conflicting  feelings 


BY  JOE  STRUPP 

A  REVISED  ETHICS 
policy  at  The 
New  York  Times 
that  places  additional 
limitations  on  stock 
ownership  by  reporters 
—  and  bars  top  editors 
from  owning  stock  in 
any  company  other 
than  the  news¬ 
paper's  parent  — 
takes  effect  this 
week,  E&P  has 
learned,  and  appears 
likely  to  cause 
ripples  elsewhere. 

The  tighter 
restrictions,  which 
also  clamp  down  . 

on  editorial  staffers 
contributing  or  taking 
part  in  political 
activities,  follow  two 
years  of  review  that  in¬ 
cluded  negotiations  with 
Local  3,  The  Newspaper 
Guild  of  New' York. 

While  the  38-page 
policy  covers  ethical 
issues  related  to  eveiy  - 
thing  from  freelance 
work  to  awards-program 
participation,  the  major 
changes  involve  stock 
ownership  and  involve¬ 
ment  in  public  life,  said 


William  Schmidt,  the 
Times  associate  manag¬ 
ing  editor  who  oversaw 
the  review. 

Under  the  old  policj', 
only  some  business- 
section  employees  were 
barred  from  owning 
stock  in  companies  on 


believe  either  party  has  a  basis  for  terminating  the 
Seattle  joint  operating  agreement.” 

The  JOA,  a  100-year  contract  that  went  into  effect 
in  1983,  placed  all  business  operations  of  the  two 
papers  under  control  of  the  Seattle  Times  Co.,  with 
profit  split  between  the  two  partners  —  60%  for  the 
Times  and  40%  for  the  P-I.  Under  its  terms,  when  one 
of  the  papers  suffers  losses  for  three  straight  years,  it 
has  nine  months  to  trigger  a  provision  requiring  the 
papers  to  negotiate  to  either  dissolve  the  JOA  or  shut 
down  one  of  the  papers.  If  the  papers  cannot  come  to 
an  agreement,  the  JOA  would  automatically  dissolve 
18  months  after  the  date  the  provision  is  triggered. 

Any  change  in  the  JOA  would  require  U.S.  Justice 
Department  approval.  11 


on  the  masthead, 
columnists,  and  Op-Ed 
writers  who  regularly 
write  about  business 
from  owning  stock  in 
any  company  except  the 
New  York  Times  Co.  “I 
think  it’s  a  great  thing  to 
do,”  said  Editorial  Page 


The  Times'  Gail  Collins  welcomes  the  new  ethos,  but  outsiders 
such  as  Orville  Schell  (center)  and  Keith  Woods  say  it  goes  too  far. 


which  they  directly 
reported.  The  revised 
policy  bars  all  staff 
members  from  having  a 
financial  interest  in  an 
entity  that  they  cover 
regularly,  as  a  reporter 
or  as  an  editor.  “Infor¬ 
mation  moves  markets,” 
said  Schmidt. 

A  Pentagon  reporter, 
for  example,  vv'ould  not 
be  allowed  to  own  any 
defense-related  stocks. 

The  policy  also  forbids 
any  editors  who  appear 


Editor  Gail  Collins.  “It  is 
better  to  be  safe  than 
sorry.”  Top  editors  also 
will  have  to  affirm,  to  the 
Times'  chief  financial 
officer,  each  year  that 
they  are  not  in  violation 
of  stock-ownership  rules. 

Some  industry 
observers,  however,  such 
as  Keith  Woods,  who 
teaches  ethics  at  the 
Poynter  Institute  in  St. 
Petersburg,  Fla.,  believe 
the  stock  restrictions  are 
too  harsh.  “It’s  like 


asking  a  reporter  not  to 
vote,”  he  told  Ei^P. 
Orville  Schell,  dean  of 
the  Graduate  School  of 
Journalism  at  the 
University  of  California, 
Berkeley,  said  such 
limits  mean  “everyone 
has  to  become  a  monk.” 

But  Byron  E. 
“Barney”  Calame, 
deputy'  managing 
editor  at  The  Wall 
Street  Journal,  said 
removing  any 
doubts  about 
potential  conflicts 
of  interest  is  worth 
tight  restrictions. 

He  said  the  Journal 
has  long  had  rules 
barring  its  reporters 
from  stock  ownership 
in  companies  they  cover, 
rules  that  extend  to  their 
immediate  families. 
“Credibility'  is 
paramount,”  he  said. 

Local  3  President 
Barry'  Lipton  said  the 
Guild  had  won  a  prov'i- 
sion  in  the  policy'  requir¬ 
ing  the  Times,  in  some 
cases,  to  pay  for  employ¬ 
ees  to  set  up  blind  trusts 
for  their  investments  to 
make  sure  no  staffers 
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lost  money  through  liq¬ 
uidation  of  their  stocks. 
The  union  also  kept  out 
a  stipulation  that  would 
have  included  the  stock 
holdings  of  an  employ¬ 
ee’s  spouse  or  immediate 
family  in  the  potential- 
conflict  category. 

The  re\ised  policy  also 


bars  all  employees  from 
running  for  public  office, 
even  the  school  board; 
contributing  to  cam¬ 
paigns;  or  taking  part  in 
“public  causes  or  move¬ 
ments.”  This  includes 
wearing  campaign 
buttons,  marching  in 
support  or  opposition  of 


causes,  or  serving  on 
government  boards  or 
commissions.  The  rules 
stipulate  that  a  staffer 
might  be  reassigned  to 
avoid  conflicts  if  a  family 
member  or  spouse  is 
engaged  in  a  political 
activitv'  or  other  partisan 
action.  “In  the  past,  we 


had  discouraged  a  lot  of 
this,  but  it  was  not  this 
explicit,”  Schmidt  said. 

He  said  the  tighter 
stock  controls  are 
required  because  of  “the 
growth  of  401(k)  stock” 
and  the  need,  post- 
Enron,  for  greater 
scrutiny  of  companies.  [1 


will  distribute  to 
single-copy-sales 
outlets  from  Lakeland 
to  Port  Charlotte.  The 
deal  adds  to  south¬ 
eastern  Florida  sales 
of  copies  printed  by 
Miami  Offset.  The 
Times  cited  its  web 
size  and  print  quality 
as  factors  for  its 


choice  by  the  ft>sf. 

The  same  day, 
across  the  country, 
copies  of  the  Post 
printed  at  the  Intend 
Valley  Daily  Bulletin  in 
Ontario,  CaKf.,  went 
on  sale  at  more  than 
1,800  sites  in  Los 
Angeles  and  Orange 
counties.  Though  the 
Daily  Bulletin  printed 
22,000  copies  for  Jan. 
6,  Pest  Vice  President 
and  General  Manager 
Geoff  Booth  said  the 
press  run  vdH  be  “a 
moving  target  for  the 
next  six  weeks”  while 
distributors  determine 
the  demand.  “Our 
focus  is  stiH  New  Vbrfc' 
City,”  Post  Editor  in 
Chief  Col  AHan  said. 
“We  won’t  be  tailoring 
content  for  CalHomia.” 

-JIM  ROSENBERG 


Young  readers  lift  Boulder 


Colorado  Daily’  rebuilds  its  franchise 
on  an  18-to-35-year-old  foundation 


BY  LUCIA  MOSES 

Before  there  were  the  Chicago  “Reds,” 
there  was  another  daily  newspaper  for  young 
adults.  The  jury  ’s  out  on  the  Windy  City’s 
cheeky  new  spinoffs,  but  those 
seeking  evidence  that  people  under 
40  read  daily  papers  need  look  no 
farther  than  Boulder,  Colo. 

The  Colorado  Daily,  w’hich  flirted 
with  bankruptcy'  in  2001,  is  thriving 
under  new'  ownership  that  is  target¬ 
ing  18-to-35-year-olds.  It  was  the 
student 


Coto^j^ 

AnippyNwVe^’s 


Publisher  Randy  Miller  says  young  adults  aren’t 
just  about  “drinking  and  going  to  concerts.” 

_ Randy  Miller  is  relying  on  a  formula  of 

features,  brisk  writing,  and,  yes,  news.  His 
paper’s  target  generation  isn’t  just  about 
“drinking  and  going  to  concerts,”  he  said. 
"Obviously,  those  things  are  of  interest,  but 
we  find  readers  are  very  interested  in  news.” 

Miller,  a  former  vice  president  at  Lee  Enterprises 
Inc.  who  bought  the  paper  for  S2.38  million  in  a 


University  of  Colorado’s  _ 

paper  until  it  was  kicked  off  campus 
in  1972  and  became  what’s  believed 
to  be  the  country  ’s  first  free  daily. 

According  to  2002  Belden  Associates  research  for 
the  E.W.  Scripps  Co.’s  Daily  Camera  in  Boulder,  the 
Colorado  Daily  reaches  39%  of  local  adults  and  59% 


of  college  students,  w'hile  the  Daily  Camera  reaches 
59%  and  37%  of  the  same  groups,  respectively. 

To  engage  young  adults,  Colorado  Daily  Publisher 


‘DoNotl!airiisti8,isn’tonl)olil 

Rep.  Billy  Tauzin,  R-La.,  chair  of  the 
House  committee  that  oversees  the 
Federal  Trade  Commission,  last  week 
moved  away  from  his  pledge  to  block  funding 
for  a  national  “Do  Not  Call”  registry.  FTC  says 
it  needs  quick  action  to  get  the  registry  running 
this  year.  Tauzin  first  said  he  wanted  to  scruti¬ 
nize  the  FTC  proposal  —  then,  on  Wednesday, 
he  said  he  would  seek  temporary  funding  and 
let  Congress  examine  details  later.  Newspapers, 
which  use  telephone  calls  to  solicit  new 
subscribers,  lost  a  bid  for  an  exemption  to  a  pro¬ 
posal  that  would  forbid  calls  to  consumers  who 
register  via  a  toll-free  number.  —  Todd  Shields 


bankruptcy  court-approved  sale  in  March  2001, 
found  it  thin  on  ads  and  focused  on  local  activism.  He 
ended  distribution  to  the  university’s  campuses  in 
other  cities  and  redirected  coverage  to  its  Boulder 
campus  and  the  city,  where  18-to-34-year-olds  make 
up  25%  of  the  population.  The  paper  is  unaudited,  but 
Miller  claims  daily  distribution  of  20,000  copies.  He 
said  ad  linage  increased  37.4%  last  year,  evidence 
more  advertisers  are  starting  to  see  the  value. 

Two  weeks  ago,  the  Daily  split  off  its  features  into  a 
second  section,  which  should  expand  the  28-to-48- 
page  paper  by  four  to  six  pages  each  day.  Under 
Miller,  it  also  has  expanded  its  readership  beyond 
college  students,  said  Paul  Danish,  a  Boulder  County' 
commissioner  who  writes  a  column  for  the  Daily. 

A  big  hurdle  for  the  Chicago  papers  will  come  the 
day  they  stop  distributing  free  samples  —  a  test  Miller 
is  thankful  he  doesn’t  face.  “I  do  think  free  works 
much  better  for  18  to  35,”  Miller  said.  “I  also  think 
free  is  becoming  much  more  acceptable  as  a  method 
of  distrihution. ...  The  only  ones  that  aren’t  comfort¬ 
able  with  it  are  ad  agencies.”  11 


GOIIE.BIITII(IT 

FORGOnEN... 

Win  McDonough, 
67,  longtifne 
columnist  for  The 
Boston  Globe,  died 
Thursday  in  Hingham, 
Mass. ...  Sarah 
McClendon,  92, 
veteran  White  House 
reporter  for  a  number 
of  news  outlets,  died 
Wednesday  in 
Washington. ...  John 
Cole,  79,  co-founder 
of  the  weekly  Maine 
Times  in  Bangor,  died 
Tuesday  in  Brunswick, 
Maine.  -  30  - 
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Debra  Adams  Simmons 

Debra  Adams  Simmons,  38,  deputy 
managing  editor  at  The  Virginian-Pilot 
in  Norfolk,  has  been  named  managing 
editor  of  the  Akron  Beacon  Journal, 
effective  in  mid-February.  She  succeeds 
Thomas  J.  Fladung,  now  managing 
editor  of  the  Detroit  Free  Press.  Adams 
Simmons  has  spent  her  career  covering 
local  news,  first  as  a  reporter  at  the  old  Syracuse  (N.Y.)  Herald- 
Joumal  and  The  Hartford  (Conn.)  Courant,  then  as  a  reporter 
and  assistant  metro  editor  at  the  Detroit  Free  Press,  and  later 
as  metro  editor  at  The  Virginian-Pilot. 


CALIFORNIA 
Jayne  Speizer  to  publisher  of  The  Monterey 
County  Herald  from  publisher  of  The 
Herald  in  Rock  Hill,  S.C,  effective  Feb.  1. 
Speizer  succeeds  Patricia  Keil,  who  will 
become  executive  vice  president  of 
The  Charlotte  (N.C.)  Observer. 

Audrey  Limon  to  director  of  marketing 
and  new'-business  development  for  the 
alternative  LA  Weekly  from  director  of 
business  development  for  America  Online. 

MINNESOTA 

Nancy 
Barnes 

to  assistant  man¬ 
aging  editor  for 
business  at  the 
Star  Tribune  in  Minneapolis 
from  Sunday  editor  at  The  News 
^  Observer  in  Raleigh,  N.C. 


FLORIDA 

Jonathan  Jay  Gillispie  to  circulation  director 
of  the  Citrus  County  Chronicle  in  Cr\'stal 
River  from  owmer  and  publisher  of  the 
weekly  West  Bend  (Iowa)  Journal.  Gillispie 
succeeds  Art  McKinney,  who  retired. 

ILLINOIS 

Ira  Goldstone  to  technology’  coordinator  for 
the  Chicago-based  Tribune  Co.  from  vice 
president  for  engineering  and  technology 
at  Tribune  Broadcasting. 

INDIANA 

Dianne  L.  Romine  to  director  of  information 
technology  for  Fort  Waj’ne  Newspapers 
Inc.,  the  joint-operating  arm  of  The 
Journal  Gazette  and  The  News-Sentinel, 
from  IT  project  manager  for  Praxis 
Consulting  Group  Inc.  in  Indianapolis. 

MASSACHUSETTS 
Linda  G.  Kincaid  to  senior  editor  for  features 
and  Sunday  at  the  Boston  Herald  from 
deputy  managing  editor  for  lifestyle. 

Lisa  Buckley  to  deputy  managing  editor 
for  lifestyle  from  city’  editor. 

Jack  Sullivan  to  e.xecutive  city  editor 
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DISTRICT 
OF  COLUMBIA 

Amy 
Austin 

to  publisher  of 
the  alternative 
weekly  Wash¬ 
ington  City  Paper  from  general 
manager,  Austin  succeeds 
Thomas  K.  Yoder,  who  will 
remain  treasurer  of  the 
alternative  weekly  Reader  in 
Chicago. 


from  reporter  and  night  city  editor. 

Lisa  Drueke  to  executive  city  editor  from 
managing  editor  of  the  Heralds,  sibling 
Milford  Daily  News. 

NEW  JERSEY 
Marc  S.  Goldfarb  to  V’ice  president  and 
general  counsel  for  the  Journal  Register 
Co.  in  Trenton  from  managing  director 
and  general  counsel  of  the  Vertical  Group 
in  New  York. 

NEW  YORK 

David  Shipley  to  editor  of  the  Op-Ed  page 
for  The  New  York  Times  from  deputy 
editor.  Shipley  succeeds  Terry  Tang. 

Christine  Kay  to  deputy’  editor  of  the  Op-Ed 
page  from  assistant  metro  editor. 

Frank  Rich  to  associate  editor  from  Op-Ed 
columnist  and  senior  writer  for  The  New 
York  Times  Magazine. 

Elaine  Huryn  to  director  of  financial 
planning  and  analysis  at  Newsday  in 
Melville  from  director  of  corporate 
planning  for  Estee  Lauder  in  MeMlle. 

Richard  Gustafson  to  consumer-direct 
manager  for  USA  Weekend  in  New’  York 
from  senior  account  executive  Lor  Arthur 
Frommer’s  Budget  Travel  magazine  in 
New  York. 

I 

WISCONSIN 

Scott  McElhaney  to  president  of  Milwaukee- 
based  Add  Inc.  community’  newspapers 
from  publisher  and  general  manager  of 
CNI  Newspapers  in  New’  Berlin. 

Steve  Clark  to  sports  editor  at  the  Herald 
Times  Reporter  in  Manitowoc  from  sports 
reporter  at  the  Beloit  Daily  News. 

'  \ 
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While  the  World  Bank  preaches  to  its  Third  World  constituency 
that  press  freedom  boosts  development.  U.S.  turns  a  deaf  ear 


Not  so  very  long  ago,  inter- 
national  institutions  provided 
intellectual  cover  for  enemies 
of  the  free  press.  Despots  who 
jailed  journalists  and  shut  down  news¬ 
papers  could  always  find  empathetic 
defenders  among  these  institutions, 
whether  it  was  a  not-ready-for-reform 
UNESCO  promoting  the  authoritarian 
snake  oil  of  a  “new  world  information 
order”  or  the  World  Bank  and  International 
Monetary  Fund  cooing  approvingly  at 
governments  that  muzzled  the  press  in 
the  name  of  encouraging 
“developmental  journalism  ” 
or  “Asian  values.” 

International  bodies  have 
come  to  recognize  the  bank- 
ruptcv’  of  these  ideas.  The 
United  Nations  Education¬ 
al,  Scientific,  and  Cultural 
Organization  champions 
freedom  of  expression  in 
all  its  forms.  And  global 
financial  agencies  increasingly  realize  that, 
without  a  free  press,  economic  development 
is  rarely  achieved  —  and  never  sustained. 

The  World  Bank  began  coming  around 
to  this  conclusion  in  the  late  1990s,  after 
the  economic  collapse  of  the  so-called 
“Asian  Tigers”  such  as  Indonesia  and 
Malaysia,  nations  that  had  attributed  their 
once-booming  growth  to  unrestrained 
markets  and  a  tightly  controlled  press.  In 
fact,  the  go-go  growth  was  illusory,  built 
on  a  corrupt  crony  capitalism  that  might 
have  been  exposed  earlier  by  a  robust  and 
aggressive  press. 

The  World  Bank  documents  the  link 
between  press  freedom  and  economic 
growth  in  a  new’  collection  of  essays 
entitled  The  Right  to  Tell:  The  Role  of  Mass 


Without  a  free 
press,  economic 
development  is 
rarely  achieved 
—  and  never 
sustained. 


Media  in  Economic  Development.  The 
authors  —  a  remarkable  group  ranging 
from  economist  Joseph  Stiglitz  to  novelist 
Gabriel  Garcia  Marquez  —  make  their  case 
with  a  variety  of  approaches.  A  rigorous 
analj’sis  of  macroeconomics  might  be 
followed  by  a  chilling  anecdote  of 
repression  in  Zimbabwe  or  a  humorous 
essay  on  how  Poles  built  a  critical  journal¬ 
ism  amid  the  ruins  of  communism.  In  his 
foreword.  World  Bank  President  James  D. 
Wolfensohn  succinctly  captures  the  book’s 
theme:  “A  free  press  is  not  a  luxury.” 

Clearly,  the  intended 
audience  is  the  Third 
World,  where  a  certain 
vogue  for  statist  controls 
persists  and  where  the 
relationship  betw'een  press 
libertv’  and  dev’elopment 
can  be  as  obvious  as  the 
difference  between  Costa 
Rica  and  Cuba. 

But  there’s  an  irony  at 
work  here:  Even  as  nations  such  as 
Mexico  and  Thailand  abandon  controls 
on  the  press  and  subject  their  own  govern¬ 
ments  to  the  scrutiny  of  freedom  of  infor¬ 
mation  (FOI)  laws,  the  United  States,  in  the 
name  of  post-9/11  security,  is  placing  more 
and  more  economic  information  off-limits 
to  the  public  and  press.  The  Homeland 
Security  Act  alone  invents  a  huge  new 
categorv’  of  vaguely  defined  “critical 
infrastructure  information”  that  suddenly 
is  out  of  the  view  of  the  public  eye. 

America,  which  built  its  awesome 
economy  by  becoming  ever  more  trans¬ 
parent,  should  not  imagine  that  it  can 
sustain  its  prosperity  by  shoving  the  U.S. 
press  into  the  fog  of  secrecy  whence  Third 
World  journalists  are  now  just  emerging. 
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Mike  Proebstle  already  has  improved 
the  inquirer’ position,  but  can  it 
win  against  a  tough  field? 

BY  LUCIA  MOSES 


Things  have  turned  out  pretty  good  for  you,  Mike 
Proebstle.  You’re  45,  in  charge  of  circulation  for  a  top-25 
daily  newspaper  in  San  Diego,  where  the  sun  shines  all 
year-round,  and  the  Super  Bowl  is  coming  to  town.  Until 
deregulation  caused  a  spike  in  energy  prices,  circulation  was 
growing.  You  have  the  freedom  to  try  new  things,  and  since  The  San  Diego 
Union-Tribune’s  Newspaper  Guild  local  was  decertified  in  1998,  you  don’t 
have  any  pesky  unions  to  deal  with.  You’re  well-liked,  most  importantly  by 
your  boss,  CEO  and  President  Gene  Bell. 

And  you’re  going  to  give  all  this  up  to  go  to  —  Philadelphia?  One  of  the 
toughest  markets  in  the  nation,  where  morale  at  the  daily  papers  has  been 
crumbling  along  with  circulation  and  there’s  a  history  of  union  problems? 

But  that’s  just  what  Proebstle  did  last  February,  crossing  the  country 
with  his  wife  and  two  teenage  children  for  what  might  be  his  toughest 
assignment  ever:  circulation  vice  president  for  Philadelphia  Newspapers 


Inquirering  minds:  At  regular  meetings  at  the  Inky,  Mike  Proebstle  (center)  and  members  of  his 
team  discuss  how  to  meet  the  next  month’s  circulation  goal.  So  far,  they  haven’t  missed. 
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for  (PNI),  parent  of  The  Philadelphia 
Inquirer  and  the  tabloid  Philadelphia 
Daily  News. 

Those  who  know  Proebstle  weren’t  all 
that  surprised  by  the  move,  though.  A 
native  of  southern  New  Jersey,  he  liked 
the  idea  of  returning  to  his  roots.  And  he 
loves  a  challenge. 

“Mike  is  too  good,  too  energetic,”  says 
Jeff  Kohler,  former  PNI  senior  vice 
president  for  circulation  turned  head¬ 
hunter  who  recruited  Proebstle  for  his 
Philadelphia  job.  “Other  people  would 
have  been  happy  to  retire  in  San  Diego. 
Mike  has  a  lot  of  fight  in  him.” 

It  would  take  someone  with  a  strong 
stomach  to  step  into  what  Proebstle  did 
almost  a  year  ago.  At  the  Inquirer,  whose 

circulation  declines  have  been  - 

much  steeper  than  the  Daily 
News’,  employees  and  readers 
alike  were  weary  of  the  paper’s 
uneven  efforts  to  serve  the  grow¬ 
ing  suburban  market.  In  the 
previous  five  years,  several  top 
executives  had  come  and  gone 
while  the  Inky’s  circ  dropped 
15%  weekdays  and  16%  Sunday. 

Budgets  had  been  slashed,  and 
there  were  union  rumblings 
among  the  district  managers. 

But  Proebstle  saw  signs  of 
hope.  Inquirer  parent  Knight 
Bidder  had  just  made  a  company¬ 
wide  commitment  to  circulation 
growth.  PNI  Chairman  and 
Publisher  Robert  J.  Hall  and 
Senior  Vice  President  of  Opera¬ 
tions  John  Walsh  had  been  laying  Publishe 
the  groundwork  for  a  long-term 
growth  strategy  that  could  be  sustained 
even  in  down  times.  And  coming  from 
Copley  Press  Inc.’s  flagship  paper,  Proebstle 
saw  more  career  options  at  Knight  Bidder. 

“I  heard  the  message  consistently  that 
circulation  will  be  a  growth  business,” 
Proebstle  recalls.  “It  kind  of  jazzed  me 
to  come  to  an  area  where  I  could  make 
a  difference.” 

So  far,  the  results  at  the  Inquirer  are 
encouraging,  if  far  from  definitive. 
Circulation  was  up  2.4%  weekdays,  to 
373,892,  and  2.1%  Sunday,  to  747,969,  in 
the  sbc  months  ended  Sept.  30,  while  chum 
declined  by  nearly  a  third  last  year,  from 
65%  to  about  47%.  For  all  of  last  year, 
Proebstle  expects  weekday  and  Sunday  circ 
to  be  up  1.5%  to  2%,  and  Hall  is  confident 
the  paper  can  do  the  same  this  year. 

Hope  was  contagious  at  the  parties 
the  paper  threw  to  celebrate  its  monthly 
circulation  gains,  and  at  the  corporate 


level.  Hall  was  a  featured  speaker  at  a 
Knight  Bidder  analysts’  meeting  in 
November.  Newspaper  Division 
President  Steven  B.  Rossi,  who  was 
general  manager  in  Philly  in  the  1990s, 
says  he’s  uplifted  by  the  signs  of  suburban 
growth  and  end  to  the  use  of  short-term 
discounting  he  calls  “ridiculous.” 

The  usually  confident  Proebstle  isn’t 
ready  to  crow,  though.  “We’ve  got  lots  to 
do,”  he  says.  Household  penetration 
stands  at  a  mere  18%  weekdays,  36% 
Sunday.  Despite  recent  efforts  to  revive 
Center  City,  roughly  75%  of  those  in  the 
Inquirer’s  eight-county  market  live  in 
suburbs  that  are  well-served  by 
established  local  dailies  and  weeklies. 

The  Inky’s  latest  suburban  zone 


Publisher  Bob  Hall  (right)  sees  Proebstle's  ability  to  work  with  editorial 
types  as  key  to  the  Inquirer's  success  in  building  suburban  circulation. 

led  strategy,  led  by  Editor  Walker  Lundy,  abiliti 

m  holds  promise,  but  has  only  just  begun.  so  far 

oebstle  There’s  no  magic  formula  to  growing  other 
idder.  circulation.  “What  we’re  doing  is  turning  depar 

f  that  the  knobs  and  the  dials,”  Proebstle  says.  been  1 


Building  (not  selling)  bridges 

As  Hall  knew,  Proebstle’s  proven 
himself  adept  at  that  fiddling,  in  San 
Diego  and,  before  that,  two  other  major 
markets,  Detroit  and  St.  Petersburg,  Fla. 

Those  who  know  him  say  what  makes 
Proebstle  one  of  the  best  in  the  business  is 
his  proficiency  in  the  basics  as  well  as  the 
use  of  new  technology  to  grow  circulation. 
Working  as  a  district  manager  (and  as  a 
carrier  in  his  youth)  grounded  him  in  the 
importance  of  product,  service,  and  price 
—  and  helped  him  win  credibility  with 
subordinates.  An  executive  who  prefers  to 
be  out  from  behind  the  desk,  Proebstle 
has  been  known  to  arrive  before  6  a.m. 


and  pays  weekly  field  visits  to  his  Philly 
district  managers. 

But  Proebstle  is  most  likely  to  be  found 
engulfed  in  reams  of  paper.  An  early 
adopter  of  database  marketing,  he  saw 
how  data  could  support  his  newspaper’s 
basic  goals.  “I  think  Mike  has  always 
thought  of  retention  first,  acquisition 
second,”  says  Leon  Levitt,  who  knows 
Proebstle  from  his  days  as  vice  president 
of  circulation  for  the  Newspaper  Associa¬ 
tion  of  America.  While  his  peers  at  other 
major  metros  describe  his  star  quality, 
and  he’s  clearly  the  boss,  Proebstle 
emphasizes  the  work  of  his  “team”  and 
encouraging  input  from  all  levels  of  the 
operation.  (For  that  reason,  he  was  reluc¬ 
tant  to  appear  on  this  week’s  E^P  cover.) 
“A  circulation  department  has 
a  lot  of  firepower,”  says 
Proebstle,  who,  typically,  was 
in  his  shirtsleeves  during  a 
I  recent  interview.  “It’s  a  matter 
of  using  that  firepower  to  your 
best  advantage.” 

That  firepower  includes  his 
own  creativity,  though.  At 
Detroit  Newspapers,  where  he 
served  in  a  variety  of  roles 
before  being  recruited  by- 
Copley,  he  improved  retention 
by  analyzing  telemarketers’ 
results  and  revising  phone  offers 
in  ways  no  one  had  thought  to 
do.  Not  everyone  welcomed  the 
increased  scrutiny  —  a  circula¬ 
tion  salesman,  angry  over  losing 
his  job,  threatened  to  cut  off  his 
ditorial  arm  and  send  it  to  Proebstle. 
ilation.  Without  his  salesmanship 
abilities,  his  talents  might  not  have  gone 
so  far.  Proebstle  built  bridges  between 
other  departments  and  circulation,  a 
department  that  traditionally  hasn’t 
been  highly  recognized.  He  realized  — 
again,  ahead  of  others  —  that  the 
circulation  chief  needs  to  be,  in  his 
words,  “as  good  in  the  boardroom  as  you 
are  in  the  warehouse. 

“We’re  100%  accountable  for  the 
numbers,  but  we’re  not  100% 
responsible,”  Proebstle  explains.  “We 
need  a  good  product.  We  need  it  to  be 
delivered  on  time.  If  it’s  not  at  the  top  of 
the  agenda,  then  the  circulation  director 
has  to  get  it  there.” 

At  the  Union-Tribune,  for  example,  he 
put  that  salesmanship  to  work  to  help 
convince  the  editorial  and  advertising 
departments  of  the  need  for  a  new  local- 
news  section  for  northern  San  Diego 
County.  {continued  on  page  21} 


12  EDITOR& PUBLISHER  JANUARY  13,  2003 


www.editorandpublisher.com 


EDITORe^  PUBLISHER 


Phone:  1-888-825-9149  - 


CLASSIFIED  ADVERIISINfi 


-  Faa: :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 
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PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 


-ANNOUNCEMENTS- 


EDUCATION 


WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.worldji.com  We  may  be  right  for  you. 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 


NEWSPAPER  APPRAISERS 


-ANNOUNCEMENTS- 
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NEWSPAPER  BROKERS  NEWSPAPERS  WANTED  CIRCULATION  SERVICES 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
"A  tradibon  of  service  to 
community  newspapers" 
(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisrtions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisrtions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 


MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPER  APPRAISERS 


WANTED  TO  PURCHASE:  SmalFtown 
newspapers  with  paid  circulation  4,000  or 
above  by  award-wtnning  non-public  group 
that  will  treat  your  employees  and  your 
community  as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 
770  Broadway,  7th  FI,  NY,  NY  10003 


PUBUCATIONS  FOR  SALE 


BOAT  MAGAZINE.  FLORIDA  monthly  Gulf 
Coast  publication,  full  color  format  with  edi¬ 
torial  content.  Very  good  market  position 
and  profitable.  P.O.  Box  14428,  Bradenton. 
Florida,  34280  (941)  716-3256. 


-EQUIPMENT  &  SUPPLIES- 


MAILROOM 


BUY/SEU/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Strtcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates.  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 


NEWSTEC,  INC 


40  YEARS  NEWSPAPER 

EXPERIENCE 
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Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  SouWard 
(800)  9508475 
www.metro-news.com 


LEVIS 

ALL  YOU  NEED  TO  KNOW 
ABOUT  NEWSPAPER 
TELEMARKETING 

Starts/NIE  Fundraising/Stop  Saver 
(800)884-9511 
Email:  thelevisco@aol.com 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73^5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingpkjsinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


Brokers  and  appraisers  for  80  years 

Thousands  of  papers  sold  and  appraised  since  1923 
Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 


John  Crihh  ■ 
Tom  karavakis 


Jim  Hicks 
Gary  Greene 


CRIBB 

&  ASSOCIATES 

Publication  Brokerage  A  Appraleal 


104  East  Main,  Suite  402,  Bozeman,  MT  59715  •  (406)  586-6621  •  FAX  406-586-6774 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 
(214)  265-93(M> 
Kicki'nbacher  IVIedia 

fi7.n  Descti  Dr  ,  Dallas.  T  X  75225 
w  wvN.rickcnbachermcdia.com 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Doug  Hebbard,  Midwest 
(847)  356-7675 
John  Szefc,  Northeast 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 

Bill  Eubank,  Southwest/South/Plains 
(832)  594-8263 
www.mediamergers.com 


NEWSPAPER  BROKERS 

MICHAEL  D.  LINDSEY 

www.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPERS  FOR  SALE 


EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  AssocF 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposition,  Austin,  TX  78703. 


For  a  list  of  Properties,  for  sale  go  to 
www.mediamergers.com 
W.B.  Grimes  &  Co.-  Est.  1959 


NICHE  MARKET,  WELL  established,  low 
overhead  newspaper  in  South  East  Florida. 
$150,000.  Owner  retiring.  Contact 
Jack  Zollinger  at  (239)  5968200  or  visit 
www.vrnaples.com. 


Specializing  in  Inserters  and 
Post  Press  Controls  ■  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


PRESSES 


DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

■M/orldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses’ 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  (BOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

MOST  EXTENSIVE  SELECTION  OF 

USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 
(913)  492-9050  or  (913)  492-6217 
www.inlandnews.com 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  fax  (815)  648-2856 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7768397 

WWW.PROSTARTS.COM 


WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 
www.westparkdirect.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


GRAPHIC  DESIGN  SERVICES 


DAILY  NEWS  GRAPHICS  provides  fast, 
reliable,  customized  graphics  for  your 
newspaper  at  incredible  savings.  Visit  us  at 
www.dailynewsgraphics.com. 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
()ne  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  expenence! 
PRESSROOM  CLEANERS 
CALL  TaL  FREE  (800)  657-21 10 
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ADVERTISING 


RETAIL  ADVERTISING  MANAGER 
The  Mercury  has  a  great  opportunity  for  a 
sales  professional  to  lead,  manage  and  mo¬ 
tivate  our  retail  ad  staff.  Successful  candidate 
will  possess  proven  track  record  in 
newspaper  sales,  sales  management, 
knowledge  of  telephone  sales  and  experience 
in  co-op  advertising.  We  offer  a  competitive 
salary  and  performance  bonus, 
401(k),  and  other  benefits.  Please  send 
your  resume  and  salary  history  to  Isabella 
Mest,  Advertising  Director,  The  Mercury,  24 
N.  Hanover  Street,  Pottstown,  PA  19464. 

Fax:  (610)  9704492 
Or  E-mail:  Jobs@PottsMerc.com 

SALES  DEVELOPMENT  MANAGER 

The  Arizona  Republic,  Gannett’s  largest 
daily  metropolitan  newspaper,  has  an  exciting 
opportunity  for  a  dynamic  leader  in  our 
Advertising  Sales  Development  Department. 
This  position  will  play  a  pivotal  role  in  the 
development  and  launch  of  new  products 
and  in  the  ensuring  that  we  have  a  highly 
trained  and  developed  sales  force.  Accord¬ 
ingly,  this  manager's  primary 
responsibilities  will  include  but  not  be 
limited  to  assessing,  designing,  implementing 
and  administering  comprehensive 
training  initiatives  for  existing  and  new  prod¬ 
ucts  and  to  all  levels  of  sales  staff.  This 
manager  will  also  work  with  Human  Re¬ 
sources  to  augment  sales  training, 
recruiting  and  retention  initiatives  for  the 
Advertising  Department. 

This  person  will  possess  expert  knowledge 
of  all  aspects  of  newspaper  advertising 
sales  and  competitive  media  to  include  the 
sales  of  the  following  revenue  streams: 
core  product(s),  digital  media,  solo  mail, 
database  advertising,  custom  publishing 
and  niche  products.  The  individual  will  have 
demonstrated  the  ability  to  utilize  and  effec¬ 
tively  disseminate  this  knowledge  to  lead 
sales  staff  to  achieve  revenue  goals.  This 
person  will  have  solid  experience  in  the  suc¬ 
cessful  development  and  launch  of  new 
product  developments. 

Qualified  candidates  will  have  Bachelor's  de¬ 
gree  and  a  minimum  of  six  years  of  pro¬ 
gressive  advertising  and  or  marketing  expe¬ 
rience.  The  ideal  candidate  will  be  or  have 
been  a  sales  manager  for  a  medium  or  larger 
sized  newspaper.  Must  possess  the 
demonstrated  ability  to  conduct  needs  as¬ 
sessments  from  beginning  to  end  and 
utilize  that  information  to  build  a  dynamic 
solution  based  sales  presentations.  Formal¬ 
ized  training  in  designing  and  implementing 
adult  learning  programs  and/or  experience 
is  highly  desirable.  Candidates  will  possess 
excellent  communicahon,  presentation,  or¬ 
ganization  and  interpersonal  skills.  The  ability 
to  work  well  under  the  pressure  of  deadlines 
and  handle  multiple  priorities  is  necessary. 
Must  possess  solid  computer  skills, 
including  Microsoft  Word,  Excel  and 
PowerPoint. 

The  Arizona  Republic  provides  competitive 
salaries  and  a  comprehensive  benefits 
package.  Candidates  with  the  above  qualifi¬ 
cations  and  the  desire  to  join  a  dynamic 
team  should  submit  resume  and  salary  re¬ 
quirements  to: 

sara.reinstein@pni.com 
The  Arizona  Republic  is  an  equal 
opportunity  employer  and  a  drug-free 
workplace. 


ADVERTISING 


ACCOUNT  EXECUTIVE 

Media  Marketing,  developers  of  industry 
leading  imMEDIAte  sales  presentation  soft¬ 
ware,  seeks  sales  professionals  for  our 
east  and  west  coast  territories.  Media  sales 
experience,  excellent  presentation  skills, 
proficiency  with  major  software  programs 
required.  Contact:  Allyn  Hallisey,  E-mail  at 
jobs@immediatesfa.com.  Check  out  our 
website  for  more  info  at: 

www.immediatesfa.com 
Media  Marketing  is  an  EOE 

Advertising  Account  Executive 
RECASS  COOP  MANAGER 
The  Coeur  d'Alene  Press  is  offering  a  man¬ 
agement  position  in  our  display  advertising 
department.  The  candidate  will  bring  a 
background  of  co-op  advertising  along  with 
computer  skills  necessary  to  be  a  research 
facilitator  for  an  aggressive  and  busy  staff. 
Our  company  relies  on  exceptional  customer 
service,  strong  presentation  skills,  and 
the  ability  to  maintain  a  superior  record  of 
reaching  goals.  Candidate  must  demonstrate 
the  ability  to  assist  the  Advertising  director  in 
building  a  cohesive  and  motivated 
team  that  consistently  excels  and  achieves 
success. 

This  challenging  and  exciting  opportunity  re¬ 
quires  the  ability  to  implement  and  execute 
innovative  strategies  to  enhance  revenue. 
Time  management  and  effective  planning  is 
paramount.  'You  must  be  a  team  player  fo¬ 
cusing  on  the  overall  success  of  the  news¬ 
paper. 

Annual  compensation  of  $45,000 
base/commission  along  with  benefits, 
401(k).  Opportunity  for  accelerated  career 
for  individual  with  ability  and  ambition. 
Respond  with  hand  written  cover  letter,  re¬ 
sume  and  references  to: 

Rena  Tintinger,  Advertising  Director 
Coeur  d'Alene  Press 
Box  7000 

Coeur  d'Alene,  ID  83816 
Or  FAX:  (208)  7654263 
Or  E-mail:  rtintinger@cdapress.com 


ADVERTISING  SALES  MANAGER 
Come  grow  with  us  in  beautiful  upstate 
South  Carolina.  Daily  Newspaper/Shopper 
group  seeks  an  aggressive  Sales  Manager. 
This  position  is  responsible  for  all  hiring, 
training  and  selling  within  the  advertising  de¬ 
partment.  The  successful  candidate  should 
have  at  least  3  years  of  successful  advertis¬ 
ing  sales  experience.  Generous  compen¬ 
sation  package.  E-mail  resume  to  pub- 
lish@daily|m.com  or  fax  to  (864)  882-2381 
to  the  attention  of  Publisher. 

ADVERTISING  SALES  MANAGER 
The  Islamorada  &  Key  Largo  Free  Press  has 
an  immediate  opening  for  a  Sales  Manager. 
Previous  sales  management  experience 
preferred.  Must  be  able  to  manage  and  mo¬ 
tivate  a  sales  team.  Knowledge  of  MS 
Office  and  general  computer  skills  required. 
Responsibilities  include  developing  sales 
proposals,  sales  packages  and  developing 
and  executing  promotions.  Ability  to  meet 
deadlines  and  reliable  transportation  re¬ 
quired.  Please  send  confidential  resumes  to 
sales@keysnews.com.  Position  is  based  in 
Islamorada,  Florida. 


ADVERTISING 


ADVERTISING  SALES  MANAGER 

Our  group  includes  a  community  daily  news¬ 
paper,  published  Monday  through  Saturday, 
I  two  shoppers  and  two  weekly  publications, 
;  and  we  are  looking  for  the  right  individual 
:  with  strong  leadership  capabilities  to  lead 
:  our  advertising  staff  of  10  sales  people  and 
!  support  staff. 

The  ideal  candidate  will  possess  strong  cre¬ 
ative,  organizational,  and  communication 
skills.  Individual  needs  to  be  multi-task  ori¬ 
ented,  motivating,  loyal  and  committed  to 
making  all  of  our  publications  successful. 
Must  also  be  able  to  sell,  develop  presenta¬ 
tions,  train,  coordinate  projects,  and  main- 
;  tain  excellent  customer  relations. 

'  Knowledge  and  experience  in  retail  and 
classified  advertising  a  plus. 

Our  company  is  a  family  owned  communi¬ 
cations  company  with  several  other  daily, 
weekly,  and  broadcast  holdings  located  in 
I  Zone  5.  Position  reports  directly  to  the 
:  Vice  President  and  (ieneral  manager.  At- 
I  tractive  base  salary  commensurate  with  ex- 
'  perience  and  qualifications  will  be  offered  in 
addition  to  an  incentive  plan. 

I  Benefits  include  major  medical  and  dental 
I  coverage,  flex  spending  plan,  401(k)  and 
■  profit  sharing.  Please  send  resume  and 
'  cover  letter  including  salary  history  and  re¬ 
quirements  to: 

Box  3178,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


CORPORATE  ACCOUNT  SALES 

Latino  Publications  of  America  is  a  dynamic 
new  newspaper  company  based  in  the  Chi¬ 
cago  area  and  publishing  Hispanic  newspa¬ 
pers  in  multiple  markets.  Each  of  our  publi¬ 
cations  has  a  long  history  of  serving  Hispanic 
consumers  in  their  markets. 

We  have  the  following  exciting 
opportunities: 

•  Corporate  and  Local  Advertising  Sales 

•  Distribution  Management 

•  Editorial 

•  Production/Graphic  Design 

If  you  wish  to  join  our  dynamic  team  of  in¬ 
dustry  professionals  and  be  part  of 
reaching  the  largest  growth  market  in  the 
US,  please  contact: 

Larry  Maynard,  CEO 
Skip  Westerhold,  Chairman 
Latino  Publications  of  America 
184  Shuman  Blvd.,  Suite  200 
Naperville,  IL  60563 
FAX  (630)  717-2841 

E-mail:  latino.publications@worldnet.att.net 


“Making  the  simple  complicated  is 
commonplace;  making  the  compli¬ 
cated  simple,  awesomely  simple, 
that’s  creativity.” 

-  Charles  Mingus 


ADVERTISING 


DIRECTOR  OF  CLASSIFIED  ADVERTISING 
Community  Newspapers  Holdings,  Inc. 
(CNHI)  is  seeking  an  experienced  newspaper 
professional  to  lead  our  efforts  in  designing 
an  overall  classified  advertising 
strategy  and  tactically  implementing  it.  The 
successful  candidate  must  have  a  proven 
track  record  in  classified,  coupled  with  an 
ability  to  work  on  both  an  executive  and 
small  newspaper  level. 

CNHI  is  a  rapidly  growing  newspaper  com¬ 
pany  with  over  100  daily,  and  100  weekly 
newspapers  and  publications.  We  offer  a 
very  competitive  salary  and  bonus 
structure,  and  excellent  career  advancement 
opportunities.  We  will  also  consider  an 
independent  contractor  or  consulting  ar¬ 
rangement. 

If  you  can  fulfill  our  classified  advertising 
needs,  please  forward  resume,  cover  letter 
and  salary  history  to:  F.Steve  McPhaul, 
Corporate  Vice  President,  Sales  & 
Marketing,  3500  Colonnade  Parkway,  Suite 
600,  Birmingham,  AL  35243. 


DIRECTOR  OF  SALES 
CNHI  OKLAHOMA 

Community  Newspaper  Holdings,  Inc.,  Ok¬ 
lahoma  division,  publisher  of  37  daily  and 
weekly  print  products,  is  seeking  a  Director 
of  Sales  to  lead  their  statewide  advertising 
departments.  The  Director  of  Sales  will  also 
create,  direct  and  supervise  the  daily  activi¬ 
ties  and  staff  of  the  sales  force  in 
Oklahoma  City.  This  position  reports 
directly  to  the  Vice  President/Division  Man¬ 
ager  of  Oklahoma. 

We  are  looking  for  an  energetic,  positive, 
articulate  professional  with  a  proven  track 
record  of  successful  multi-unit  newspaper 
advertising  sales  management. 

The  Director  of  Sales  will  lead  the 
Oklahoma  advertising  departments  in  new 
business  development  by  utilizing  their 
sKills  in  sales  planning,  supervising, 
training,  staffing,  budgeting,  forecasting, 
new  product  development  and  implementa¬ 
tion,  analytical  problem  solving,  customer 
service,  and  excellent  public  relations.  The 
successful  candidate  will  possess  excellent 
communication  skills  (oral  and  written)  and 
be  able  to  perform  basic  computer  skills 
(Excel,  Word,  PowerPoint  and  Internet). 
Qualified  applicants  will  have  a  Bachelor's 
degree  and/or  work  equivalent  experience 
of  at  least  five  years  in  newspaper  sales 
management  and  demonstrate  a  thorough 
knowledge  of  advertising  procedures  both 
retail  and  classified  department  operations. 
Applicant  must  be  willing  and  able  to  travel 
including  frequent  overnight  stays. 

Great  earning  potential  including  bonuses 
and  a  comprehensive  benefit  package.  As 
an  employee  of  CNHI,  our  company  offers  a 
great  opportunity  for  growth  and  professional 
advancement. 

Send  letter,  resume,  references  and  salary 
requirement  by  January  20  to: 

CNHI  Oklahoma 

P.O.  Box  11 92,  Enid,  OK  73702 
E-mail:  ggfletcher^nhi.com 
No  phone  calls,  please 


iVEWS  makes  (be  difference. 
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ADVERTISING 


RETAIL  SALES  MANAGER 

The  Modesto  Bee,  a  McClatchy  newspaper, 
located  in  the  Central  Valley  of  California,  is 
seeking  an  individual  to  manage  the  retail 
and  major  accounts  division  in  our  Adver¬ 
tising  Department.  Five  years  advertising 
sales  or  marketing  management  experience. 
Desired:  BS  degree  in  business,  marketing  or 
related  field  with  ability  to  motivate  tram  and 
lead  a  sales  staff.  Excellent 
benefit  package  and  competitive  salary  and 
bonus  plan.  E-mail  cover  letter  and  resume 
including  salary  history  to: 

employment@modbee.com 


ART/GRAPHICS 


DESIGN  EDITOR:  Visually  lead  7  papers  and 
live  on  the  ocean.  Seacoast  Newspapers, 
publishers  of  the  Portsmouth  (NH)  Herald, 
seeks  a  graphics  artist/designer  who  wants 
to  make  their  mark.  This  person  must  be  a 
maestro  of  visual  storytelling.  Great  salary. 

Call:  Mike  Connelly,  Executive  Editor 
(603)610-1113 


CIRCUIATION 


CIRCULATION  DIRECTOR 
Successful  New  England  seven-day  newspa¬ 
per  with  12,000  circulation  is  seeking  a  cir¬ 
culation  director  who  can  walk  in  and  get 
the  |ob  done.  No  room  for  rookies.  If  you 
have  the  credentials,  please  outline  them  in 
your  cover  letter  and  resume  and  send  to: 
Box  3184,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 

CIRCULATION  DIRECTOR 
The  (Greenfield,  MA)  Recorder,  a  strong  and 
award-winning  six-day  per  week  community 
newspaper  located  in  beautiful  rural  New 
England  with  lots  of  nearby  outdoor  and  cul¬ 
tural  activities  and  within  driving  range  of 
both  Boston  and  New  York  City,  has  a  rare 
opportunity  for  someone  to  head  the  circu¬ 
lation  department.  The  Recorder  is  part  of  a 
small  family-owned  newspaper  group  with  a 
terrific  reputation  in  the  industry.  Resumes 
and  cover  letters  can  be  e-mailed  to  Kay 
Berenson  at  kberenson@recorder.com  or 
faxed  to  Kay  Berenson  at  (413)  772-2906. 

CIRCULATION  DIRECTOR 
Under  30,000  award-winning  Zone  8  daily 
seeks  hands-on  professional.  We  are 
looking  for  a  marketing  and  operational  pro¬ 
fessional  who  can  grow  home  delivery  and 
single  copy.  You  must  know  ABC  and  PBS, 
plus  be  able  to  direct  a  staff,  so  all  compo 
nents  of  circulaton  are  working  together  for 
maximum  performance  and  circulation 
growth.  If  you  think  you  have  what  it  takes, 
send  cover  letter  and  resume  along  with 
salary  requirements  to: 

Box  3181,  Editor  &  Publisher  Classifeds 

770  Broadway,  7th  Floor 
New  York,  NY  10003 


EDITORIAL 


WRITER/ANALYST 

Miami-based  political-nsk  analysis  firm 
seeks  analyst  with  experience  in  Labn 
America,  Europe  and  Asia,  and  excellent 
writing  skills.  Generous  compensation.  Con¬ 
siderable  travel.  E-mail  resume  and  writing 
samples  to  hr@ackermangroup.com. 


EDITORIAL 


ASSISTANT  CITY  EDITOR 
The  Kennebec  Journal  in  Augusta  seeks  an 
assistant  city  editor  to  help  lead  an  experi¬ 
enced,  talented  reporting  staff.  This 
full-time  evening  position  consists  of  design¬ 
ing  local  news  pages  and  working  with 
breaking  news  with  reporters  and  photogra¬ 
phers.  Applicants  will  need  solid  experience 
as  a  reporter  and  skills  at  page  design,  in¬ 
cluding  knowledge  of  QuarkXPress. 

Please  submit  a  resume,  cover  letter  and 
vwiting  and/or  design  samples  to: 

Central  Maine  Newspapers 
HR  Departmen.  Assistant  (iity  Editor 
274  Western  Avenue,  Augusta,  ME  04330 
Fax  (207)  621-5744 
E-mail:  chowe@centralmaine.com 
No  phone  calls,  please 
We  are  an  equal  opportunity  employer 

COPY  EDITOR 

Are  you  a  copy  editor  who  really  wants  to 
make  a  difference?  We're  a  23,0(X)- 
circulation  AM  daily  in  northeast  Pennsylva¬ 
nia,  and  we  need  you  on  our  night  desk. 
We're  looking  for  a  solid  alFaround  journalist 
who  can  edit  local  news  copy  on  deadline, 
write  headlines  with  flair,  and  design  news 
pages,  including  A-1.  We  are  fully  paginated 
on  a  PC-based  system  using  Word  and 
QuarkXPress.  Excellent  language  skills  and 
superlative  attention  to  detail  required.  Ability 
to  work  quickly  and  decisively  in  a 
relaxed  team  environment  expected,  as  is  a 
certain  level  of  comfort  with  computer  sys¬ 
tems.  Contact  Tom  DeSchriver,  Pocono 
Record,  511  Lenox  Street,  Stroudsburg.  PA 
18360.  Phone:  (570)  4204358 
E-mail:  tdeschriver@poconorecord.com 

CITY  EDITOR 

Do  you  love  journalism,  have  a  vision,  want 
to  make  a  difference?  The  Zanesville,  OH, 
Times  Recorder  is  searching  for  a  city  editor 
with  excellent  organizational  and  strong 
line  editing  skills  to  manage  an  award-winning 
team  of  reporters  who  routinely 
produce  projects  that  examine  important 
issues  in  our  Appalachian  community.  The 
qualified  candidate  is  a  mentor,  coach  and 
team  builder,  who  knows  how  to  play  up  a 
reporter's  strengths  and  helps  them 
improve  their  weaknesses.  You  also  must 
know  how  to  coordinate  with  designers  and 
photographers  to  produce  projects  and 
pages  that  are  visually  appealing  to  younger 
readers.  Knowledge  of  Gannett  news  philos¬ 
ophies  a  must.  Send  resume  and  clips  to; 
Marisa  Porto,  Editor,  Times  Recorder 
34  S.  4th  Street,  Zanesville,  OH  43701 
Or  E-mail:  mpofto@nncogannett.com 
The  newspaper  is  an  Equal  Opportunity  em¬ 
ployer  and  encourages  minorities  and  women 
to  apply. 

EDITOR 

The  Mississippi  Press,  an  Advance  Publica¬ 
tions  newspaper  in  Pascagoula,  Mississippi 
(19,500  daily,  20,500  Sunday)  is  looking 
for  an  Editor.  We  seek  a  person  with  at 
least  7  years  of  news  management  experi¬ 
ence.  The  successful  candidate  will  oversee 
the  daily  operation  of  a  25  person 
newsroom.  This  job  is  for  a  hands  on 
person  planning  staff  news  stories,  with 
high  emphasis  on  local  community  news. 
We  offer  a  comprehensive  benefits 
package.  Please  send  resume  to  Wanda  H. 
Jacobs,  Publisher  at  whjmsps@aol.com. 


EDITORIAI. 


EDITOR 

United  Church  News,  the  award-winning, 
monthly,  national  newspaper  of  the  United 
Church  of  Christ,  seeks  editor,  effecbve 
June  1,  2(X)3.  Qualifications:  A  college  de¬ 
gree  in  journalism  or  a  related  field  or 
equivalent  experience:  thorough  knowledge 
of  the  history  of  the  United  Church  of 
Christ,  its  officers,  structure,  and  philoso¬ 
phy;  an  openness  to  a  variety  of  ethnic  and 
cultural  perspectives:  willingness  to  travel. 
The  United  Church  of  Christ  is  a  multicultural, 
multiracial,  open  and  affirming,  acces- 
sible-to-all  organization.  Visit 
www.ucc.Ofg/classifieds  for  posibon  de- 
scnpton.  Send  resume  and  cover  letter  to: 

Alisa  Lewis,  Human  Resources 
700  Prospect  Avenue 
Cleveland,  OH  44115 
Application  deadline:  February  1,  2(X)3 

MANAGE  THE  BEST 

New  Times,  the  nabon’s  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
Its  papers  in  Cleveland  and  Kansas  City. 
We're  searching  for  candidates  who  have  a 
tine  touch  with  copy,  a  firm  grasp  of  maga¬ 
zine-style  journalism,  and  the  confidence  to 
work  comfortably  with  a  staff  of  award-winn¬ 
ing  journalists.  Applicants  must  have  exceF 
lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
the  day-tOKlay  operations  of  the  editorial  de¬ 
partment  and  help  staff  writers  produce 
quality  news  and  feabire  stones.  Excepbonal 
wribng  and  editing  skills  are  essential; 
the  interview  process  will  include  an  extensive 
editing  test.  New  Times  offers  compebbve 
salaries  and  benefits.  Qualified  candidates 
should  send  a  cover  letter,  a  resume 
and  clips  to: 

Chrisbne  Brennan 
Executive  Managing  Editor 
New  Times 
P.O.  Box  5970 
Denver,  CO  802 17 

READERSHIP  EDITOR 

The  Bakersfield  Californian  is  looking  for  an 
editor  who  will  be  responsible  for  promoting 
the  paper's  unique  content  and  revamped 
sections.  Keeping  readers  alerted  to 
upcoming  stories  is  a  key  factor  in  building 
readership.  This  editor  will  also  manage 
several  special  secbons,  and  supervise  our 
“real  people'  reporter.  Three  to  five  years 
daily  newspaper  experience  required. 
F*lease  send  resume,  cover  letter  and  clips 
to  Lois  Henry,  Asst.  Managing  Editor,  The 
Bakersfield  Californian,  P.O.  Box  440,  Bak¬ 
ersfield,  CA  93302. 

ASSISTANT  MANAGING  EDITOR 
A  chance  to  lead  a  metro  desk  for  a 
75,000<irculabon  newspaper  in  a  highly 
competitive  market  in  sunny  Southern  Cali¬ 
fornia.  We're  looking  for  a  leader,  a  visioriary, 
someone  to  grow  with  us.  Send  resume  to 
Glenn  Rabinowitz,  managing  editor. 
The  Sun.  399  N.  D  St.,  San  Bernardino,  CA 
92346.  glenn.rabinowitz@sbsun.com 

FEATURES  EDITOR  and  CHIEF  PHOTOGRA¬ 
PHER  wanted  at  Cox  community  daily  in  NC. 
Relevant  experience  required. 

E-mail  Jeff  Herrin  for  details  at: 
jherrin@coxnews.com 


EDITORIAL 


Herald  News 

ASSISTANT  ASSIGNMENT  EDITOR 
The  Herald  News,  a  38,500<:irculation  daily 
in  northeastern  New  Jersey  just  25  minutes 
from  Times  Square,  is  looking  for 
journalists  committed  to  excellence  and  en¬ 
terprise  as  we  create  a  new  newspaper  for 
our  vibrant,  mulbcultural  community  We 
need  an  assistant  assignment  editor  to  help 
lead  our  daily  news  report.  We  seek  a  skep- 
bcal  editor  with  energy  and  enthusiasm  who 
has  a  proven  record  of  effecbve  newsroom 
teamwork.  Required:  one  year  of  edibng,  or 
comparable  reporbng  background.  Com¬ 
pebbve  salaries,  excellent  benefits.  Send 
your  resume,  references,  salary  history  and 
work  samples  to  Stephen  McCarthy,  man¬ 
aging  editor/assignment.  Herald  News,  1 
Garret  Mountain  Plaza.  P.O.  Box  471,  West 
Paterson,  NJ  07424  or  E-mail: 

mccarthys@northjersey.com 


NIGHT  COPY  EDITOR:  The  Eagle  Times  of 
Claremont,  NH,  an  8,70Ocirculabon 
morning  daily  that  serves  the  Connecbcut 
River  Valley  in  New  Hampshire  and 
Vermont,  whose  circulation  has  been  one  of 
the  fastest-growing  in  New  England  over  the 
past  year,  seeks  a  night  copy  editor  who 
can  wade  deftly  through  tons  of  local  news 
and  pages  in  a  fast-paced  environment 
where  we  insist  on  always  beabng  every 
competitor.  Help  lead  a  strong  team  of  re¬ 
porters  that  IS  dominating  local  news  cover¬ 
age  in  our  market  and  is  poised  to  put  this 
small  paper  on  the  map.  We're  part  of  a 
growing  company  that  includes  a  shopper, 
two  weeklies  and  tons  of  potenbal.  Salary  is 
negotiable,  benefits  are  excellent.  Send  a 
resume  and  at  least  three  examples  of  your 
work  to  Matt  DeRienzo,  execubve  editor. 
Eagle  Publicabons  Inc.,  RR  2,  Box  301, 
Claremont,  NH  03743. 


COPY  EDITOR/PAGE  DESIGNER 
The  Anderson  Independent-Mail,  a  40,000 
daily,  46,000  Sunday  newspaper  in  Ander¬ 
son,  SC,  IS  looking  for  a  news  desk  copy 
editor/page  designer.  Join  a  6-person  desk 
that  edits  and  designs  all  news  and 
business  pages  including  Page  lA.  Intense 
zoning  and  color  use;  four  wire  services. 
Many  fulFcoior  special  project  pages.  Fully 
paginated.  Quality  copy  editing,  creative 
page  designs  a  must.  High  camaraderie 
staff.  Anderson  is  a  manufacturing  center 
on  a  huge  lake  near  the  Blue  Ridge  moun¬ 
tains.  Clemson  University  is  nearby. 

You  need  a  college  degree,  pizzazz  and  a 
passion  for  quality  and  integrity.  We're  part 
of  one  of  the  nabon’s  premier  newspaper 
groups.  The  E.W.  Scripps  Company.  Send 
cover  letter,  resume  and  editing/design 
samples  to  T.  Wayne  Mitchell,  Senior  Vice 
President  and  Editor.  Anderson  Independ¬ 
ent-Mail,  P.O.  Box  2507,  Anderson,  SC 
29622. 


ZONE  TWO.  twice  weekly,  in  rapidly 
growing  market,  needs  experienced  RE¬ 
PORTER  who  can  move  to  ME's  job  fairly 
quickly.  No  health  plan;  competitive  wage, 
(ireat  place  to  live  and  work,  with  a  quality 
driven  staff  and  management.  Resume  and 
expectabons  to:  Shadowspeakl@aol.com 
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-HELP  WANTED- 


EDITORIAL _  !  _ EDITORIAL _  INFORMATION  SYSTEMS _ PREPRESS 


ONLINE  MANAGING  EDITOR 

The  Fresno  Bee  is  searching  for  an  online  ; 
Managing  Editor  to  lead  our  creative  content  j 
team  in  taking  projects  from  j 
conception  to  launch  and  making  them  I 
sizzle. 

The  Managing  Editor  will  work  closely  with  | 
Interactive  Media  and  newsroom  staff  to  I 
identify  information  sources  for  fres-  ! 
nobee.com  as  well  as  develop  long-range 
projects  and  daily  breaking  news.  The  ideal 
candidate  will  have  a  background  that  in¬ 
cludes  editing  and  news  writing,  at  least  i 
two  years  of  online  news  leadership  and  in¬ 
termediate  level  web  design  and  technology 
abilities;  written  and  conversational  Spanish 
skills  a  plus. 

The  Fresno  Bee  operates  the  leading  online 
resources  in  the  Central  San  Joaquin  Valley  ' 
of  California,  including  fresnobee.com, 
vidaenelvalle.com  (a  bilingual  site),  cen-  , 
tralvalley.com  and  several  community  publi¬ 
cations  online.  We  average  about 
5,000,000  page  views  a  month  from  more 
than  300,000  visitors. 

We  have  a  small  but  independent  and  inno¬ 
vative  team.  Position  offers  competitive  sal¬ 
ary  and  excellent  benefit  package.  All  job 
offers  are  contingent  upon  completion  of  a 
drug  test. 

Send  resume  and  cover  letter  to  The  : 
Fresno  Bee,  1626  E  Street,  Fresno,  CA  i 
93786  or  to: 

resume@fresnobee.com.  EOE 
REPORTER 

If  you  have  a  nose  for  news  and  like  to  dig  i 
for  meaningful  enterprise,  consider  this,  i 
The  Springfield  (OFI)  News-Sun,  an  j 
award-winning,  Cox  daily  in  southwest  Ohio,  i 
is  looking  for  a  reporter  with  experience  | 
writing  news  and  feature  stories.  Our  circu-  | 
lation  is  33,000  daily  and  40,000  Sunday.  \ 
We  offer  a  competitive  salary,  benefits  and  i 
a  chance  to  grow.  Check  us  out  online  at; 

www.SpringfieldNewsSun.com 
If  interested,  please  send  your  resume  and 
clips  to  Managing  Editor  Jack  Bianchi, 
Springfield  News-Sun,  202  N.  Limestone 
Street,  Springfield,  OH  45503. 

Fax  (937)  328-0328 


SENIOR  ASSOCIATE  EDITOR 
PennWell  Corporation  needs  an  experienced  j 
reporter/editor  to  join  the  team  of  its  j 
newest  magazine  -  Homeland  Security  Solu-  ’ 
tions.  An  English/Journalism  or  related  de-  '• 
gree  and  3  to  5  years  of  writing,  reporting, 
and  editorial  experience  are  suggested. 
The  senior  associate  editor  will  contribute 
to  the  magazine  by  reporting,  writing,  and 


REPORTER  -  SAN  FRANCISCO 
VNU  Business  Publications,  a  leading  busi-  | 
ness-to-business  publishing  company  has  a  ' 
great  career  opportunity  for  a  Reporter  to  ; 
join  our  west  coast  editorial  team.  Respon-  - 
sibilities  will  include  writing  daily  news  and  : 
weekly  feature  articles  for  the  print  and  '• 
online  editions  of  Adweek.  Must  be  able  to  j 
develop  a  beat  and  generate  stories  on  the  ; 
advertising  community. 

Candidates  must  have  at  least  three  years 
of  professional  writing  and  reporting  experi¬ 
ence.  Knowledge  of  Bay  Area  advertising 
agencies  a  strong  plus.  BA  or  BS  in  English,  i 
Journalism  or  Communications  required. 

We  offer  a  great  work  environment  plus  an 
excellent  benefits  package.  Please  send, 
fax  or  E-mail  resume  with  a  cover  letter  indi-  ; 
eating  salary  requirements  to: 

VNU  Business  Publications 
Attn:  Human  Resources  Department  -  ej 
770  Broadway,  7th  Floor,  NY,  NY  10003 
Fax:  (646)  654-7278 
jobs@vnubusinesspublicationsusa.com 
VNU  is  an  equal  opportunity  employer 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  staff  writers  at  its  papers  in 
Phoenix  and  Houston.  We’re  looking  for 
journalists  who  understand  the  difference 
between  magazine-style  reporting  and  the 
hurried  fact-finding  of  daily  papers.  Applicants 
for  both  positions  must  have  a  solid 
background  in  hard  news  and  be  able  to 
create  in-depth  and  compelling  stories  that 
explore  the  issues,  events  and  personalities 
of  their  community.  New  Times  publishes 
magazine-style  weekly  newspapers 
covering  local  news,  politics,  arts  and 
music  in  Phoenix,  Denver,  Miami,  Dallas, 
Houston,  San  Francisco,  Ft.  Lauderdale, 
Cleveland,  St.  Louis,  Kansas  City  and  Oak¬ 
land.  We  offer  competitive  salaries  and  ben¬ 
efits.  Qualified  applicants  should  send  cover 
letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.0,  Box  5970,  Denver,  CO  80217 


EXPERIENCED  WRITER.  Small  Washington 
association  specializing  in  water  transporta¬ 
tion  and  water  resources  issues  seeks  sea¬ 
soned  writer  to  work  on  newsletters, 
speeches  and  reports.  Must  possess  excel¬ 
lent  writing  skills.  Editorial  writing  and/or 
news  reporting  background  desirable.  Less 
than  full  time  possible.  Fax  resume,  salary 
requirements  and  references  to: 

(202)  835-3861 


IT  DIRECTOR 

Growing  Zone  1  publishing  company  seeks 
a  motivated  professional  for  IT  Director  po¬ 
sition:  an  experienced,  well-rounded  IT  pro¬ 
fessional  to  oversee  all  aspects  of  business 
and  publishing  applications;  experience  in 
telecommunications  and  WAN  implementa¬ 
tion  a  definite  plus.  Candidate  must  have  a 
thorough  understanding  of  all  prepress 
functions,  processes  and  technologies. 
Project  management  in  an  Oracle  environ¬ 
ment  is  desirable.  The  candidate  will  also 
be  aggressive,  possess  good  communication 
skills  and  be  highly  organized  with  attention  to 
detail. 

We  offer  a  very  competitive  compensation 
and  benefits  package.  Join  this  dynamic  or¬ 
ganization  and  have  excellent  opportunities 
for  advancement.  Send  replies  to  Box 
3194,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 
Or  E-mail:  hpreuss@editorandpublisher.com 


MARKETING 


ASSOCIATE  MARKETING  MANAGER 
PARADE  Magazine,  the  largest  Sunday  mag¬ 
azine  in  America,  is  seeking  an  Associate 
Marketing  Manager  to  join  our  Newspaper 
Relations  team  in  New  York.  This  is  an  ex¬ 
citing  opportunity  to  play  a  lead  role  in  the 
development  of  innovative  marketing  pro¬ 
grams  for  PARADE  and  its  partner  newspa¬ 
pers.  The  ideal  candidate  will  have  3-5 
years  of  experience  in  the  newspaper  busi¬ 
ness  and  possess  strong  communication, 
creative  and  organizational  skills,  both  written 
and  verbal.  Computer  skills  required  include 
Excel  and  PowerPoint.  Experience 
with  graphic  programs  such  as  Quark  and 
Photoshop  is  a  plus.  Please  send  resume 
with  salary  requirements  to: 

Human  Resources  Manager 
PARADE  Publications 
711  Third  Avenue 
New  York,  NY  10017 
Or  Fax  (212)450-7200 
Equal  Opportunity  Employer  M/F/DA 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


PREPRESS  MANAGER 

The  Honolulu  Advertiser  is  looking  for  an  ex¬ 
perienced  Prepress  Manager  to  assist  with 
the  planning  and  operation  of  a  new  $80 
million  state-of-the  art  printing  facility.  Assist 
in  the  procurement  and  installation  of  pre¬ 
press  systems  including  ad  tracking,  output 
management,  CTP  and  others.  Responsible 
for  a  staff  of  50-t-  full  time  employees.  Must 
have  a  thorough  understanding  of  prepress 
functions,  processes  and  technology;  excel¬ 
lent  communication  and  problem  solving 
abilities  and  proven  management  skills.  Pre¬ 
fer  college  degree  in  printing/production  or 
work  equivalency.  We  offer  an  excellent  sal¬ 
ary  and  benefits  package  in  an  extraordinary 
working  and  living  environment.  Please 
send  cover  letter  and  resume  with  salary  re¬ 
quirements  to: 

The  Honolulu  Advertiser 
Human  Resources  Department 
P.O.  Box  3350,  Honolulu,  Hawaii  96801 
We  are  an  equal  opportunity,  affirmative  ac¬ 
tion  employer.  We  recognize  and 
appreciate  the  benefits  of  diversity  in  the 
workplace.  People  who  share  this  belief  or 
reflect  a  diverse  background  are  encouraged 
to  apply. 


PRESSROOM 


PRESS  OPERATOR 

Award-winning  commercial  plant  with  four 
Harris  V-15  presses,  needs  experienced  op¬ 
erator  who  IS  ready  for  growth 
opportunities,  including  supervision. 
Three-day  12-  hour  schedule.  Call  John  or 
Art  at:  (309)  691-8511.  P&P  Press,  6513 
N.  Galena  Road,  Peoria,  IL  61614. 

PRESSROOM  MANAGER 
The  Fresno  Bee,  Central  California’s  leading 
newspaper,  is  looking  for  an  experienced 
pressroom  manager  with  proven  manage¬ 
ment  and  leadership  ability  to  oversee  the 
pressroom  operation  including  planning  and 
directing  pressroom  activities,  including  daily 
pressruns,  expense  budgets,  quality  im¬ 
provement,  employee  performance  reviews 
and  recognition,  and  other  pressroom 
issues.  Must  have  minimum  five  years  expe¬ 
rience  leading  press  operations.  Offset, 
flexo,  double-wide  press  background  pre¬ 
ferred.  Successful  candidate  will  have 
strong  communication  skills  to  provide 
clear  and  consistent  direction  for  a  staff  of 
35.  Knowledge  of  PC  programs,  and 
college  degree  or  equivalent  training  in  re¬ 
lated  field.  Competitive  salary  and  excellent 
benefit  package,  including  medical,  dental, 
vision,  life,  retirement  and  401(k)  with  com¬ 
pany  match.  The  Fresno  Bee  is  committed 
to  a  workplace  free  from  drug  and  alcohol 
use.  Therefore,  all  offers  of  employment 


editing  news  and  feature  articles  about  this 
growing  industry.  The  person  needs  to  be  a 
well-organized  self-starter,  willing  to  make 
cold  calls  to  generate  editorial  information 
and  content  for  articles.  Traveling  to  trade 
shows  and  promoting  the  new  magazine  will 
also  be  required.  Homeland  Security  Solu¬ 
tions  will  be  published  monthly  and  is  based 
in  Nashua,  NH.  The  senior  associate  editor 
will  also  contribute  to  the  new  magazine’s 
sister  publication  Military  &  Aerospace  Elec¬ 
tronics.  Reply  to  atdhr@pennwell.com  or 
apply  online  at  www.pennwell.com. 
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REPORTER  with  1-3  years  experience 
needed  at  Zone  2  expanding  twice  weekly 
in  rapidly  growing  market.  No  health  plan; 
competitive  wage.  You  will  like  working 
here.  Resume  and  expectations  to: 

Shadowspeak  1  @aol.com 


"One  of  ihf  hartle.si  (hinj>s  in  life  i.s  tiaving 
words  in  your  art  that  you  lan  t  utter." 

-James  Ettrl  Jones,  actor,  199.S 

JANUARY  13,  2003 


“When  it  goes  wrong,  \ou  feel 
like  cutting  \our  throat,  but 
\ou  go  on.  You  don’t  let  an\- 
thing  get  \ou  down  so  much 
that  it  beats  \ou  or  stops  s  ou.” 

-George  Cukor 


are  contingent  upon  successful  completion 
of  a  drug  test.  If  you  meet  the  above  qualifi¬ 
cations  and  thrive  on  meeting  team  goals 
under  deadline  pressure,  E-mail  to: 

resume@fresnobee.com 
or  mail  resume  and  cover  letter  to:  THE 
FRESNO  BEE,  Human  Resources  Depart¬ 
ment,  1626  E  Street,  Fresno,  CA  93786. 

An  Equal  Opportunity  Employer 


EDITORiS^PUBLISHER:  Tbi-  conintuniccUUm  link 
aj  the  tteu'Spaper  industry  erery  leeek  since  Ifili-t. 


www.editorandpublisher.com 
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-HELP  WANTED- 


PRODUCnON/TECH 

LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunlties 


PRESSROOM  ELECTRICIAN 
Part-time/Full-time,  seeking  individual  with 
minimum  five  years  experience  performing 
repair  and  maintenance  on  Metroliner  and 
or  Metrocolor  printing  presses.  Applicant 
must  know  how  to  read  schematics,  and 
use  standard  test  equipment,  must  be  able 
to  lift  minimum  of  50lbs  and  work  well  with 
others.  Company  has  excellent  benefits 
package  and  pay  is  commensurate  with  ex¬ 
perience.  Send  resume  to: 

Sarasota  Herald-Tribune 
1800  University  Parkway 
Sarasota,  FL  34243 
Attn:  Michael  Bradshaw 
Fax:  (941)3584015 
michael.bradshaw@heraldtribune.com 


-POSITIONS  WANTED- 


CIRCULATION 


CIRCULATION  SALES:  Experienced  profes¬ 
sional  seeks  sales/distribution  opportunity. 
Eastern  Zone  2.  Phone/Fax  (631)  588-2735 


EDITORIAL 


EXPERIENCED  writer,  researcher  and  edito¬ 
rial  friendly  person  seeks  position.  Computer 
literate.  I  have  a  Master  of  Arts  degree 
from  prestigious,  private  university  in  New 
York.  Prefer  Zone  2.  Phone/Fax  (212) 
996^353  or  Hedy.Chappelle@att.net. 


PHOTOGRAPm' 


AWARD-WINNING  PHOTOJOURNALIST 
Joseph  Victor  Stefanchik  is  seeking  a  staff 
photographer  position  at  a  medium  to  large 
daily  publication.  Examples  of  his  work  can 
be  found  at:  http://www.p)ed.com 


PRODUCTION/TECH 


WORKING  PRESS  FOREMAN/ 

PRESS  MAINTENANCE 

Experienced  in  all  phases  of  Offset  Newspa¬ 
per  Production.  (Goss  Single/Double  Width 
and  T.K.S.  Presses),  including  USA  Today 
Print  Site  Operations.  Strong  emphasis  on 
preventative  press  maintenance,  improved 
print  quality  and  reduction  in  newsprint 
waste.  Excellent  communications  skills  and 
performs  well  in  a  deadline  driven  environ¬ 
ment  with  the  ability  to  lead,  motivate,  pro¬ 
mote  a  strong  team  environment  and  capable 
of  executing  press  readiness  proced¬ 
ures  prior  to  start-up.  Please  reply  to: 

Box  3185,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  NY,  NY  10003 


“Remember  dlv\ays  that  you  have 
not  only  the  right  to  be  an  indi¬ 
vidual,  >  ou  have  an  obligation  to 
be  one." 

-  Eleantjr  Roose\’elt 


CLASSIFIED  ADVERTISING 
INFORMATION 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.8D 

1  week . 

. $12.45 

2  weeks . 

. $12.7D 

2  weeks  . 

. $10.95 

3  Weeks . 

. $11.15 

3  Weeks . 

. $  9.60 

4  weeks . 

. $  9.45 

4  weeks  . 

. $  8.25 

1 2  weeks  . 

. $  9.00 

12  weeks  . 

. $  7.25 

26  weeks  . 

. $  8.05 

26  weeks  . 

. $  6.40 

39  weeks  . 

. $  7.75 

39  weeks  . 

. $  6.00 

52  weeks  . 

. $  7.35 

52  weeks  . 

. $  5.60 

BLIND  BOXES:  $25  per  insertion 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  othenivise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
1 33-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $149 

12  weeks  . 

. $  115 

2  weeks  . 

.  $135 

26  weeks  . 

. $  110 

3  Weeks  . 

.  $128 

39  weeks  . 

. $  104 

4  weeks . 

.  $124 

52  weeks . 

. $  98 

--  AND  PAYM:  ‘. 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  goexj 
standing  may  be  billed.  Deadline  is  noon  Wednesday  prior  to 
Monday  Publication.  Cash,  check.  VISA.  MasterCard,  and  American 
Express  accepted  All  ads  require  a  signed  insertion  order,  and  all  ad 
copy  must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve 
the  right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone,  5.  Ad 
Classification.  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 
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OPINION 


Back  to  the  'Future  File’ 


In  journalism  as  in  so  much  of  life,  luck  is  the  residue  of  design 


COMPLEX  NEWS  REQUIRES  FOLLOW-UPS.  FOLLOW-UPS 

require  future  files.  If  reporters  fail  to  keep  these  files, 
they  seldom  luck  into  bigger  stories.  Their  investigative 
work  typically  happens  only  by  design  —  analyzing  the 
news,  for  instance  —  not  by  serendipity. 

There’s  an  ethical  factor,  too,  in  crime-related  stories,  said  Susan 
J.  Porter,  editor  of  the  E.W.  Scripps  Co.’s  Scripps  Howard  News: 
“We’re  always  quick  to  report  the  charge,  but  sometimes  we’re 
not  around  ...  when  the  charge  is  dismissed.  We  have  an  ethical 
responsibility  to  follow  through  when  someone’s  reputation  and. 


perhaps,  livelihood  is  at  stake.” 

When  reporters  fail  to  follow  up,  readers 
continue  to  believe  the  initial  reports.  Ed 
Simpson,  editor  oi  The  Joplin  (Mo.)  Globe 
and  a  former  state  editor  for  United  Press 
International,  remembers  UPI’s  emphasis 
on  stor\’  follow'-up:  “We  had  a  future  file, 
and  a  big  part  of  my  morning  —  4.5  minutes 
every  day  —  involved  going  through  the 
papers  and  going  through  clips  and  circling 
dates  and  dropping  them  in  the  future  file. 
It  was  a  paper  file  system.  It  had  nothing 
to  do  with  technology.  1  can’t  tell  you 
how’  many  times  we  beat  AP  on  a  plea 
agreement,  for  example.” 

Topically,  Simpson  admitted,  he  was 
outstaffed  by  The  A.ssociated  Press  in 
Charleston,  W.Va.,  where  he  worked  as 
editor.  He  beat  the  competition  repeatedly 
—  and  not  because  UPI  had  a  stable  of 
veteran  news  writers,  either.  As  he  put  it, 
“We  had  a  future  file,  and  they  didn’t.” 

Unipressers  of  yore  still  know  the  value 
of  that  vehicle.  But  we  also  agree  that 
journalism  interns  and  new  hires  generally 
do  not  keep  future  files.  Worse,  a  few 
don’t  even  know  what  they  are. 

Simpson  blames  journalism  schools  for 
not  emphasizing  the  basics,  and  he  may  be 
right.  “When  we  grew  up  in  the  business,” 
he  said,  “we  were  told  our  job  was  not  to 
write  the  Great  American  Novel  but  to  find 
out  what  was  going  on  in  the  community.” 
Now,  he  noted,  if  a  mayor  announces  the 
city  is  going  to  develop  100  acres,  no  one 


asks  who  owns  the  land.  “That  thought 
would  not  occur  to  a  single  reporter  under 
the  age  of  30,”  Simpson  added. 

He  also  faults  management  because 
corporate  journalism  touts  readership 
studies  more  than  legwork.  The  goal  is  to 
get  reporters  out  of  the  building,  into  the 


community  ,  away  from  computers,  and 
closer  to  their  stories.  That,  alone,  can 
stimulate  follow-ups.  “What  I  see  is  a 
singular  lack  of  curiosity  on  part  of  the 
young  folks,”  Simpson  said. 

Douglas  C.  Clifton,  editor  of  The  Plain 
Dealer  in  Cleveland,  agrees  that  curiositx’  is 
key  when  it  comes  to  stoiy-  follow  -up.  He 
feels  that  investigative  reporting  suffers, 
too,  “without  curiosity  and  without 
outreach  and  without  venturing  out  of  your 
reportorial  comfort  zone.”  Curiosit>’  not 
only  involves  getting  out  of  the  newsroom 
but  reading  the  newspaper  closely  —  “even 
the  legal  notices,”  he  said  —  and  developing 
a  “what’s-wTong-with-this-picture"  filter 
of  the  world. 

Hodding  Carter  III,  CEO,  president,  and 


trustee  of  the  John  S.  and  James  L  Knight 
Foundation,  believes  that  future  files  are 
more  important  now  than  ever:  “The  press 
of  events  simply  overcomes  memory. ... 

New  rabbits  jump  up,  old  ones  are 
forgotten,  unless  there  is  a  follow-up  file.” 
Carter  began  his  journalism  career  at  the 
Delta  Democrat  Times  in  Greenville,  Miss., 
where  he  worked  18  years  as  reporter, 
editorial  writer,  managing  editor,  and 
associate  publisher.  He  remembers  plenty 
of  times  w  hen  story  follow-up  led  to 
serendipitous  investigative  work. 

One  such  storv’  had  to  do  with  “l6th 
section  land,”  which  generates  millions  of 
dollars  each  year  for  local  school  districts 
through  agricultural  leases.  “The  annual 
re-renting  of  l6th-section  land  had  come 
and  gone  a  dozen  times  with  little  attention 
paid  to  the  cozv-  way  that  county  super\i.sors 
handed  out  the  land  to  their  cronies,” 

Carter  recalled  in  an  e-mail  interview.  “At 
the  annual  boodle  partv'  in  about  1965, 1 
determined  that  in  sbc  months  our  paper 
w  ould  work  up  a  series  of  articles  on  what 
the  land  had  been  intended  to  support  [the 
.schools],  how  much  had(n’t)  been  paid  in 
rent,  and  w'ho  bad  somehow  managed  to 
get  the  rentals  year  in  and  year  out." 

Those  follow-ups  paid  off:  “When  the 
next  [lease]  deadline  came,  a  lot  more 
people  had  put  in  bids,  the  supervisors 
had  no  alternative  but  to 
respond  to  tbe  high 
bidders,  and  schools  got 
about  a  1,000%  increase 
in  l6th-section  funds.” 

The  future  file,  of  course, 
alerted  the  newsroom 
about  the  lease  deadline. 

In  the  past,  such  files 
were  kept  on  paper  or 
carbon.  Tbe  nigbt  city  editor  or  tbe  morn¬ 
ing  wire-service  editor  would  file  and  keep 
track  of  stories  and  the  reporters  assigned 
to  cover  follow-ups.  “Most  citv'  desks  now 
must  go  through  a  more  laborious  process 
to  maintain  a  good  future  file,”  Clifton 
said.  “The  days  of  triple-set  carbon  are 
gone,  so  the  assigning  editor  must  either 
clip  the  paper  or  produce  printouts.”  Either 
approach  seems  to  inhibit  the  well- 
maintained  future  file.  Clifton  prefers  the 
basic  method  of  labeling  43  file  folders, 
numbered  1  through  31  for  the  day  and 
then  January  through  December  for  the 
month  —  and  “then  file  accordingly.”  11 

Bugeja  is  associate  director  of  Ohio  Univer¬ 
sity's  E.W.  Scripps  School  of  Journalism. 


Those  who  ignore 
the  past  are 
doomed  to  repeat 
the  same  stories 
and  never  break 
any  new  ones. 
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{continued from  page  12} 

“Ever>'one  was  looking  at 
it,”  recalls  LeRoy  Addison, 
a  retired  division  manager 
who  worked  for  Proebstle. 

“Mike  made  it  happen.” 

Like  most  circulation 
work,  the  cornerstone  of 
the  Philadelphia  strategy 
isn’t  a  new,  cutting-edge 
technique,  but  one  few 
have  used  with  great 
consistency.  Some  call  it 
segmented  discounting, 
but  you  won’t  hear 
Proebstle  use  the  word 
“discount”  —  he  prefers 
the  phrase  “tiered  pricing 
strategv.” 

Like  many  papers,  the  The  price  is  right,  but  what  about  the  product?  Persuading  suburbanites  to  give  the  As  long  as  the  paper  is 
Inquirer  us^  to  offer  a  another  chance  will  be  a  challenge  for  Editor  Walker  Lundy  (second  from  right),  limited  to  five  zones, 

one-size-fits-all  discount  that  led  to  high  to  gauge  what  worked  and  what  didn’t.  though,  advertisers  interested  only  in  a 

chum.  Proebstle  wanted  to  know  how  to  Building  circulation  during  each  narrower  geographic  area  might  be 

build  circulation  to  advertising's  advantage,  semiannual  reporting  period  is  hard  better  served  by  a  suburban  daily,  says 

Again,  he  went  to  the  data.  As  a  result,  enough,  but  Proebstle’s  mandate  under  Goodchild,  chairman  of  the  Philly-based 

the  Inky  identified  about  a  third  of  its  Knight  Bidder  is  to  show  monthly  gains.  Weightman  Group  media  agency'. 

ZIP  codes  as  having  the  greatest  potential  To  stay  on  track,  he  huddles  with  a  dozen  Suburban  prospects,  who  have  seen  the 

for  circulation  and  advertising  growth.  team  members  once  a  week  to  go  over  the  Inky  give  them  local  sections  over  the 

There,  it  made  seven-day  home-deliveiy  previous  week’s  results  and  figure  out  years,  only  to  pull  them  away,  also  will 

offers  to  new  subscribers  that  range  from  how  to  meet  that  month’s  circulation-  take  some  convincing  to  give  the  paper 

25%  to  68%  off  the  regular  price  and  that  increase  goal.  So  far,  so  gocxl.  another  chance.  “It  will  take  a  while  before 

won’t  increase  at  the  time  of  renewal,  as  But  even  with  Proebstle’s  street  smarts,  suburbanites  really  change  their  percep- 

competitive  concerns  warrant.  In  San  strategic  mind-set,  and  abilitv'  to  use  data,  tion  of  the  paper,”  sajs  Zachary  Stalberg, 

Diego,  Proebstle  had  implemented  achieving  month-to-month  and  year-to-  editor  of  the  citv  centric  Daily  Neu's. 

sophisticated  price-preference  research  to  year  circulation  growth  pushes  up  against  That’s  principally  the  job  of  Inquirer 

figure  out  what  price  will  sell  the  most  the  limits  of  a  circulation  director.  Editor  Lundy,  who,  like  Proebstle,  is  part 

subs,  but  Philly  has  taken  a  trial-and-error  Segmented  discounting,  or  tiered  of  a  recent  management  reorganization, 

approach,  which  it  continues  to  tweak  pricing,  cuts  into  revenue,  even  if  it  helps  He’s  plaving  the  delicate  game  of  trving 

“It  was  based  on  our  ability  to  lower  acquisition  costs,  and  is  an  easy  to  shift  coverage  to  the  suburbs  while 

introduce  the  product ...  and  keep  it  target  for  a  publisher  looking  to  trim  keeping  the  Inky's  identitv-  as  the  paper 

in  the  household  —  and  what  the  expenses.  But  Hall  says  he’s  committed  to  of  record  for  city,  national,  and  inter¬ 
competition  was  doing,”  Proebstle  says.  the  present  approach.  He  is  determined  national  interests. 

Other  areas  received  similar  scrutiny.  to  find  a  strategv'  that  can  be  sustained  Lundy  also  has  to  convince  many 

Proebstle  calls  it  “basic  blocking  and  through  the  next  economic  crisis.  journalists  that  covering  the  "burbs  isn’t 

tackling.”  “I  probably  created  more  chaos”  than  second-class,  a  view  reinforced  by  the  fact 

Bringing  in  a  trick  he  used  in  San  anyone  during  the  2001  cost-cutting  that  the  paper’s  suburban  coverage  had 

Diego,  Proebstle  charted  all  the  phase,  says  Hall,  who  has  been  at  the  long  been  handled  principally  by  a  lower- 

Inquirer's  home-deliveiy  routes.  Flipping  helm  during  an  anxiety-causing  19%  paid,  less-experienced  corps  of  staffers, 

open  a  fat  binder  kept  in  his  office,  he  decline  in  full-time  equivalents  and  a  53%  To  send  the  message  that  the  suburbs 

reveals  one  of  many  multicolored  bar  plunge  in  help-w  anted  advertising  over  are  paramount,  Lundy  disbanded  the 

charts,  which  show  where  papers  are  the  last  three  years.  He  believes  the  so-called  correspondents  program,  hiring 

arriving  late.  With  these  data,  he  can  current  zoning  plan  and  circulation  more  seasoned  reporters  to  cover  the 

determine  how  workloads  can  be  shifted  pricing  strategies  are  the  answer,  along  "burbs  and  expanding  themed  beats, 

to  improve  deliveiy  times.  with  a  newspaperwide  culture  that  When  all  is  said  and  done,  he  expects  to 

stresses  more  cooperation  among  have  90  suburban  reporting  staffers,  an 

7  hi’  red  I  Philly  stoke  departments  and  entrepreneurship.  increase  of  34%.  In  Lundy’s  paper. 

The  intensity  doesn’t  stop  with  home  While  "we  were  very  short-term  suburban  stories  appear  on  Page  One  with 

deliveiy.  Single-copy  marketers  get  a  list  [oriented]  because  of  the  economic  more  Irequencv’  than  before  his  arrival, 

of  the  next  day’s  top  Inquirer  news  downturn,”  Hall  says,  “I  actually  feel  Such  sweeping  changes  don’t  come 

stories,  and  create  sales  promotional  pretty'  good  about  this  right  now. ...  without  criticism,  and  reporters  have 

materials  around  them.  Then  Proebstle  There’s  a  lot  of  money  in  this  market  complained  about  the  elimination  of 

tracks  sales  of  each  promotional  piece  that  we  don’t  get  from  advertisers.  We  editorial  assistants,  reshuffling  of  jobs. 
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reliance  on  single-copy  sales  mean  the 
paper  has  to  sell  itself  each  day.  Because 
of  difficult  year-ago  comparisons, 
weekday  sales  declined  1.5%,  to  150,154, 
in  the  six  months  ended  Sept.  .30, 
although  Stalberg  considers  the  News  to 
be  doing  pretty  well  “in  an  enN-ironment 
when  single-copy  is  getting  tougher.” 

Internally,  Proebstle  also  faces  poten¬ 
tial  challenges.  Union  talk  among  the 
district  managers  has  quieted,  but  he’ll 
have  to  convince  them  life  is  really  getting 
better.  Meanwhile,  his  role  in  aiding  the 
biggest  newspaper-union  decertification 
in  recent  history  in  San  Diego  won’t  help 
his  standing  with  the  union  drivers  in 
Philadelphia.  In  an  effort  to  give  the 
drivers  a  bigger  stake  in  the  business, 
management  now  refers  to  them  as 
route  sales  representatives  and  rewards 
them  for  finding  new  single-copy  rack 
and  retail  locations. 

Teamsters  Lx)cal  628  President  John 
Laigaie  isn’t  impressed  with  the  name 
change,  though.  He  complains  that 
many  of  the  new  locations  are  just 
previously  abandoned  sales  locations 
and  that  making  drivers  electronically 
record  returns  at  each  stop  takes  time 
from  selling  papers.  “We  have  more 
people  analyzing  and  less  sales.” 

The  mood  in  the  executive  suites  is 
patient  and  hopeful,  though.  In  this 
competitive  and  slow-growth  market, 
where  circulation  gains  are  measured  in 
low-single-digit  percentage  points,  no 
one’s  expecting  overnight  success. 

“You  can  be  revolutionarv',  or  you  can 
be  evolutionary,”  Proebstle  has  been 
knowTi  to  say.  In  this  case,  the  latter 
might  not  be  such  a  bad  thing.  II 


and  work. ...  They  do  not  change  habits 
easily,  and  I  think  that  gives  us  a  decided 
advantage.  It  usually  takes  more  than  a 
few  months  to  gauge  success.” 

Robert  M.  Jelenic,  Journal  Register’s 
chairman,  CEO,  and  president,  believes 
the  local-news  breadth  of  his  company’s 
dailies  and  weeklies  makes  them  more 
valuable  to  readers  and  advertisers  than 
the  Inquirer  and  its  shoppers.  For 


and  de-emphasis  of  national  stories. 

“You  don’t  change  the  belief  that 
suburban  reporting  is  inferior  overnight, 
but  I  think  we’ve  made  a  big  giant  step,” 
Lundy  says,  thrilled  that  more  than  800 
outsiders  applied  for  the  40  suburban 
positions  advertised.  Still,  he  agrees  with 
critics  who  say  the  paper  still  lacks 
personality.  Again,  he  has  some 
persuading  to  do.  A  lot  of  old-school 
newsies  believe  personality  doesn’t 
belong  in  the  story,  he  says,  adding,  “I 
just  couldn’t  disagree  more.” 

Running  Oil  tough  turf 

Well  beyond  Proebstle’s  corner  office 
at  400  N.  Broad  St.,  the  competition  is 
getting  stronger.  The  Journal  Register 
Co.,  based  in  nearby  Trenton,  N.J.,  has 
been  on  a  buying  spree,  and  now  encircles 
Philadelphia  with  a  cluster  of  seven 
dailies  with  a  total  circulation  of  195,000 
and  113  nondailies  with  a  combined 
distribution  of  1.2  million.  Last  spring, 
JRC  launched  The  Reporter  Sunday,  a 
Lansdale  edition  of  The  Times  Herald  in 
Norristown,  Pa.  The  company’s  1-year-old 
area  printing  plant  has  improved  the 
print  quality  of  five  of  the  seven  dailies 
and  30  weeklies. 

Levittown,  Pa. -based  Calkins  Media, 
with  three  Philly-area  dailies,  plans  to 
have  its  flagship  Bucks  County  Courier 
Times  coming  off  a  new  press  in  a  year, 
which  will  allow  for  later  deadlines, 
earlier  delivery,  and  more  color. 

“I  think  it’s  difficult  for  a  metropolitan 
daily  to  duplicate  the  coverage  of  a  local 
daily,”  says  Gary  K.  Shorts,  CEO  and 
president  of  Calkins.  “People  tend  to  be 
more  interested  in  news  where  they  live 


Senior  Vice  President  of  Operations  John  Walsh 
has  confidence  in  the  /nfty’s  circulation  plan. 

evidence,  he  points  to  a  50%  increase  in 
color  ad  revenue  in  the  third  quarter  and 
Scarborough  Research  numbers  showing 
average  daily  readership  of  JRC’s  Phila¬ 
delphia  cluster  rose  4.4%  daily  and  7-6% 
Sunday  from  spring  to  fall  of  last  year. 

“I’ve  seen  them  do  numerous  things 
over  the  years,”  Jelenic  says  of  the 
Inquirer.  “They’ve  been  in  the  suburbs 
and  out,  collapsed  the  zones. ...  We  believe 
the  best  w'ay  to  cover  the  suburbs  is  with  a 
specific  paper  in  a  specific  location.” 

The  Daily  News  has  its  own  problems. 
While  less  dependent  on  suburbia,  its 
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An  independent  Russian  press  requires  its  own  reliable  presses 

BY  JIM  ROSENBERG 

CREATED  A  LITTLE  OVER  A  YEAR  AGO  “TO  ADVANCE  THE 

development  of  independent  media  in  Russia,”  the 
Russian-American  Entrepreneurship  Dialogue 
(RAMED)  has  led  the  Newspaper  Association  of 
America  (NAA)  to  ask  members  about  presses  that 
someday  may  find  new  homes  at  Russian  newspapers. 

Initiated  by  the  presidents  of  the  two  countries,  the  dialogue 
occasioned  three  trips  to  Russia  last  year  by  representatives  of 
several  U.S.  media  groups. 

“We  are  doing  an  inventory  of  used  press  equipment  that’s  avail¬ 

able  from  publishers  in  the  U.S.,”  with  the 


aim  of  pairing  the  equipment  with  Russian 
publishers  who  need  it,  said  William  Dean 
Singleton,  chairman  of  NAA  and  vice 
chairman  and  CEO  of  MediaNews  Group 
Inc.,  w'ho  made  all  three  trips. 

Inquiring  about  stored  or  soon-to-be 
replaced  presses,  the  surv  ey  went  out 
late  in  the  fall,  according  to  Judith 
Burrell,  NAA’s  senior  vice  president  for 
communications.  As  yet,  there  has  been 
no  significant  response. 

“It’s  set  up  for  another  partv’  to  review 
and  see  if  there’s  a  match  to  be  made,”  said 
Burrell,  who  visited  Moscow'  twice  as  part 
of  the  U.S.  delegation.  “We  haven’t  found 
a  match  yet,”  she  said  last  week. 

The  matchmaker  is  the  Media  Develop¬ 
ment  Loan  Fund,  supported  by  govern¬ 
ments  and  charitable  foundations.  MDLF 
founder  and  Development  Director  Stuart 
Auerbach  said  his  7-year-old  nonprofit 
organization  offers  low-interest  loans  to 
promising  enterprises  in  nascent 
democracies.  To  free  newspapers  from 
dependence  on  government  and  provide 
a  basis  for  making  money,  Auerbach  said, 
“One  of  the  first  things  you  do  is  help 
them  buy  a  printing  press.” 

Even  donated  presses  have  refurbishing. 


A  Solna  for  Siberia:  MDLF’s  Stuart  Auerbach  (left),  press 
refurbisher  Crestwood  Trading  AB's  Ulf  Aggeryd  (center), 
and  Altapress  Publishing's  Yuri  Purgin  in  Barnaul,  Russia 

shipping,  erection,  and  training  costs.  So 
the  MDLF  checks  that  possible  recipients 
have  solid  business  prospects.  “We  do  get 
our  money  back,”  said  Auerbach,  stressing 
that  candidates  for  MDLF  loans  must  be 
“good  journalistic  enterprises”  that  are 
“willing  to  be  run  on  a  businesslike  basis.” 

Bratislava’s  SME  certainly  met  those 
criteria,  opposing  and  surviving  Slovakia’s 
first  strongman  prime  minister  10  years 
ago.  “The  key  is,  the  editor  of  that  paper, 
who  is  a  verv’  good  journalist,  turned  out 
to  be  a  crackeijack  businessman,”  said 
Auerbach,  adding  that  most  successes 


result  when  good  editors  reluctantly  leave 
newsrooms  for  the  business  offices.  SME 
bought  regional  papers  that  it  now  incor¬ 
porates  in  editions  with  local  advertising. 

It  also  sold  a  minoritv'  stake  to  a  (Jerman 
media  firm.  Six  years  after  borrowing  from 
MDLF,  SME  now  contributes  to  the  fund. 

NAA  Senior  Vice  President  for  Tech- 
nolog>’  Tom  Croteau  “will  be  handling  a 
lot  of  this,”  said  NAA  CEO  and  President 
John  F.  Sturm,  who  traveled  to  Russia  with 
Singleton.  “We’re ...  in  the  process  of  trving 
to  set  up  a  brand-new  procedure,”  he  said. 

According  to  Singleton,  the  Russian 
government,  w'hich  owns  70%  of  the 
country’s  presses,  has  pledged  to  divest 
itself  of  the  machinery  by  the  end  of  next 
year.  Though  mostly  offset,  “it’s  aging 
equipment”  in  need  of  replacement,  he  said. 

Newspapers  that  MDLF  finances,  said 
Auerbach,  ordinarily  require  singlewide 
pres.ses.  One  U.S.  daily  about  to  replace  its 
Harris  singlevvide  with  a  new,  semi¬ 
commercial  press  will  send  part  of  the  old 
press  to  a  nearby  sibling  paper.  The  fate  of 
its  remaining  units  has  not  been  deter¬ 
mined.  Its  general  manager  said  he  had  not 
seen  NAA’s  inquiry  about  available  presses. 

A  spring  report  by  RAMED  focused  on 
Russia’s  regulatory  environment,  the 

state’s  role  in  media,  industry- 
representation,  and  media- 
measurement  oversight.  It 
discussed  eliminating 
government  subsidies  and 
ownership  of  media:  removing 
or  reducing  the  value-added 
tax  on  advertising;  eliminating 
one  of  the  two  state-financed 
national  TV’  channels;  limiting 
advertising  in  state-controlled 
media;  and  changing 
restrictions  on  the  percentage 
of  advertising  that  media 
may  accept. 

The  group  said  such  changes 
must  be  supported  by  changes  in  commer¬ 
cial  law,  the  tax  code,  and  enforcement. 

Accompanying  Singleton,  Sturm,  and 
Burrell  were  current  and  former  NAA 
officers  from  several  newspaper  groups, 
representatives  of  the  National  Asso¬ 
ciation  of  Broadcasters,  and  executives  of 
Russian  newspaper  and  TV  outlets. 

Once  a  “solid  economic  model”  is  in 
place  to  ensure  independence  and  attract 
capital  for  growth,  Singleton  said,  U.S. 
publishing  companies  "will  commit”  to 
developing  a  Russian  media  investment 
fund  of  as  much  as  S50  million.  11 
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WHO'S  ANSWERIN6 


Ann  Landers’  former  assistants  are,  in  600-plus  newspapers 


BY  DAVE  ASTOR 


intimidated.”  said  Sugar,  noting  the 
responsibiliU’  would  be  enormous  and 
“we  didn’t  want  to  disappoint  the  readers.” 

But  they  were  buo\’ed  by  phone  calls 
from  readers  hoping  Landers’  legac\’  would 
survive  —  and  “Annie’s  Mailbox”  was  bom. 
Now,  half  a  year  later,  the  columnists  have 
a  huge  total  of 600-plus  clients.  How  did 
the\-  keep  half  of  Landers’  list? 


and  then  the  Chicago  Tribune. 

Indiana-bom  Mitchell,  53,  started  with 
Landers  in  1969  —  working  as  a  tvpist 
and  secretary  before  becoming  Landers’ 
personal  assistant  and  office  manager. 
Over  the  years,  Mitchell  did  public 
relations,  scheduled  speeches,  traveled 
with  Landers  to  events,  kept  track  of  her 
mail,  and  helped  research  the  column. 


r-  '■] 


Update  on  ‘Peanuts’  suit 

The  International  Museum  of  Cartoon 
Art  is  willing  to  return  some  “Peanuts” 
strips  but  not  others,  said  IMCA  founder 
and  “Beetle  Bailey”  creator 
Mort  Walker. 

This  fall,  the  “Peanuts" 
trust  sued  for  the  comics’ 
return  {E^P,  Dec.  2). 

The  Boca  Raton, 

Fla.-based  IMCA 
no  longer  operates, 
though  Walker  hopes  to  reopen  it 
elsewhere  —  possibly  in  New  Yoric. 

IMCA’s  board  voted  last  month  to 
return  16  “Peanuts”  strips,  said  Walker. 
But  he  added  that  just-found  letters 
indicate  about  50  other  comics  were  “gifts. 


‘Beetle’  in  Chicago  umbo 

Mort  Walker  isn’t  pleased  the  Chicago 
Tribune  has  put  his  “Beetle  Bailey”  comic 
in  limbo.  The  Tribune  pulled  the  strip 
from  its  pages  last  June,  but  has  yet  to 
formally  cancel  it.  Walker  said. 


During  the  man\'  years  Kathy  Mitchell  and 
Marcy  Sugar  assisted  Ann  Landers,  they  had  no 
idea  they’d  eventually  write  an  advice  column 
themselves.  “We  expected  Eppie  to  live  forever,” 
Sugar  said  of  Landers,  who  was  in  good  health 
until  a  few  months  before  she  died  in  June  at  the  age  of  83. 

Even  after  Landers  passed  away,  the  two  assistants  still  weren’t 
thinking  of  their  own  advice  feature.  Then,  recalled  Mitchell, 

Creators  Svmdicate  President  Rick  Both  credited  their  experience  working 

Newcombe  suggested  they  tiy  one.  under  —  and  learning  from  —  Landers, 

Their  initial  reaction?  “We  were  a  little  who  was  based  at  the  Chicago  Sun-Times 


Chicago-bom  Sugar,  51,  Joined  Landers’ 
office  in  1973  after  earning  a  degree  in  mass 
communication  from  the  Universitv’  of 
Illinois.  She  left  six  years  later  to  start  a 
family,  and  returned  in  1988.  Sugar  did 

-  clerical  tasks  and 

bookkeeping, 
helped  Mitchell 
with  landers’ 
speaking 
engagements, 
and  was  involved 
in  selecting 
letters,  research¬ 
ing  answers,  and 
editing  them. 

The  two  both 
recalled  feeling 
The  A-team:  Kathy  Mitchell  close  to  Landers, 
(top)  and  Marcy  Sugar  -she  was  like 
a  mother  away  from  home  and  a  best 
girlfriend,”  said  Mitchell. 

“Annie’s  Mailbox”  has  a  lot  of  similarities 
to  Landers’  feature  but  some  differences. 
“Our  voice  is  a  little  younger,”  said  Sugar. 
“And  we’re  a  little  more  sarcastic  and 
smart-aleckv  .”  To  which  Mitchell  added; 
“We  try  to  tone  each  other  down !  ” 

Landers  received  more  mail  —  about 
2,000  versus  400  to  500  letters  a  day.  But 
the  “Annie’s”  correspondence,  about  90%  of 
which  concerns  relationshijjs,  is  increasing. 

Sugar  and  Mitchell  collaborate  closeh' 
on  all  aspects  of  the  column  as  thev’  work 
long  hours  (without  assistants)  in  their 
suburban  Chicago  office  and  —  on 
weekends  —  in  their  respective  homes.  As 
thev’  work,  the\’  never  forget  their  late  boss. 
Said  Mitchell;  “We  miss  her  everv  dav.”  ® 


not  loans”  to  IMCA  from  Charles  Schulz. 

Jeannie  Schulz  told  E^P  that  at  least 
some  strips  beyond  the  16  also  may  be 
loans  —  and  she  wants  IMCA  to  locate  all 
of  them  so  it  can  be  determined  which 
ones  weren’t  gifts.  The  widow  of  the 
“Peanuts”  creator  added  that  the  trust  will 
use  the  returned  comics  for  display  at  the 
Charles  M.  Schulz  Museum  (which 
opened  last  August  in  Santa  Rosa,  Calif.) 
and  in  traveling  exhibits.  —  DaveAstor 


United  unites  departments 

United  Media  is  merging  its  comic  and 
column/text  areas  in  a  move  that  includes 
persoimel  changes  but  no  staff  cuts. 


For  complete  versions  of  the  above  United 
Media  and  “Beetle  Bailey  "stories,  see  the 
Jan.  16  “Syndicate  World’’ at  http://www 
.editorandpublisher.com.  And  see  the  Jan. 
9  “Syndicate  World" for  stories  about  a 
DougMarlette  editorial  cartoon  that 
angered  Muslims,  astrologer  Sydney 
Omarr’s  death,  a  special  Monopoly  game 
marking  Garfield’s  upcoming  25th 
birthday,  the  Chicago  Tribune ’s  use  of 
focus  groups  tofind  a  successor  to  Ann 
Landers,  and  an  interview  with  farmer 
syndicate  president  Joe  D’Angelo. 
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Ethics  Comer 


Working  on  a  spy  thriller  with  ‘Conflict  of  Interest’  written  all  over  it 

HAT  WOULD  Americans  think  if  they  knew 
that  their  best  newspaper,  The  New  York 
Times,  had  allowed  one  of  its  national-security 
reporters  to  negotiate  a  book  deal  that  needed 
the  approval  of  the  CIA? 

What  would  they  say  if  they  knew  the  CIA  was  editing  the  book 
while  the  country  is  days  or  weeks  away  from  a  war  with  Iraq  and 
is  counting  on  the  Times  to  monitor  the  intelligence  agency? 

They  would  be  properly  horrified. 

One  of  the  golden  rules  of  journalism  is  that  you  can’t  let  your 

source  control  your  content.  Another  is  that  financial  interests  in  Sudan  —  a  human- 
you  must  avoid  making  financial  deals  with 
the  people  you  cover.  The  reasons  are 
obvious.  Reporters  turn  themselves  into 
pretzels  to  prove  their  reporting  isn’t 
compromised.  And  their  credibility 
becomes  a  casualty  of  their  relationships. 

Here’s  what’s  happening. 

The  CIA  is  editing  half  of 
The  Main  Enemy,  a  book  on  the 
supersecret  agency’s  1980s  war 
with  the  former  Soviet  Union’s 
KGB  co-authored  by  James 
Risen,  a  Times  reporter  who 
watchdogs  the  spies.  The  book 
is  now  set  for  a  May  release. 

The  CIA  sanitized  tlie 
sections  written  by  Milton  A. 

Bearden,  a  retired  chief  of  the 
agency’s  Soviet  division.  He  also  ran  the 
CIA’s  covert  war  against  the  Soviets  in 
Afghanistan,  according  to  Risen. 

Bearden  has  left  the  CIA,  but  he  stays 
active  in  global  politics.  He  is  president  of 
the  Steeplechase  Group,  a  Reston,  Va.- 
based  consulting  firm  that  is  in  the  middle 
of  a  two-year,  $50,000-a-month  contract 
to  mediate  the  civil  war  in  Sudan,  according 
to  the  U.S.  Justice  Department. 

Bearden  is  working  for  Anis  Haggar,  a 
London  businessman  who  has  family  and 


rights  nightmare  that  was  once  a  haven 
for  Osama  bin  Laden.  Bearden  won  that 
contract  in  April  2001,  five  months  before 
bin  Laden’s  brethren  flew  airliners  into  the 
World  Trade  Center  and  the  Pentagon. 

How  did  the  CIA  become  the  editor  of 
last  resort  for  the  book  project? 
Anyone  who  has  ever  worked 
for  The  Langley  Spooks  can’t 
publish  anything  until  the 
agency  signs  off  on  it.  Bearden 
explained  the  process  to  me:  “I 
submit  all  my  writings  to  the 
CIA.  My  Op-Ed  pieces  that  run 
in  newspapers.  The  CIA  goes 
over  everything  I  write.  Risen 
doesn’t  have  to  [have  his  work 
reviewed].  End  of  story.” 

The  Risen-Bearden  relationship  is  the 
kind  of  thing  the  Times  would  rant  against 
on  its  editorial  page  if  it  involved  a  reporter 
from  The  Washin^on  Post,  the  Los  Angeles 
Times,  or  The  Wall  Street  Journal. 

In  fact.  The  New  York  Times  is  so 
conflict-of-interest  sensitive,  it  would  not 
allow  Mike  Wise,  who  specializes  in 
National  Basketball  Association  stories,  to 
collaborate  on  a  book  with  the  Los  Angeles 
Lakers’  Shaquille  O’Neal,  according  to  The 
New  York  Observer. 


This  is  the  same  Times  that  gave  Risen 
four  months  off  to  work  on  his  CIA  book  in 
the  fall  of 2000.  He  returned  to  the  paper 
in  January  of  the  following  year,  kept 
working  on  his  part  of  the  manuscript, 
and  was  allowed  to  cover  the  CIA  as  he  was 
completing  it.  “We’ve  told  [Risen]  that  he 
has  to  work  this  so  that  he  is  not  in  any  way 
beholden  to  the  CIA,”  Bill  Keller  said  in 
June  2001.  Keller  was  the  Times'  managing 
editor  when  work  on  the  book  began. 

When  Risen  was  first  asked  about  the 
project  18  months  ago  for  a  story  published 
in  the  Columbia  Journalism  Review,  he 
said  the  CIA  would  not  present  any 
obstacles  to  his  project.  “We’re  trying  to 
break  new  ground,”  he  explained  to  me  in 
a  long  e-mail  message  and  a  telephone 
interview.  “It’s  something  new  and  unique. 
I’ll  interview  as  many  people  as  I  can,  and 
then  we’ll  marry  up  the  work  later.  We 
won’t  have  any  problems.  The  modem 
CIA  doesn’t  give  a  shit  anymore.” 

Yes,  it  does.  The  CIA  censors,  known 
formally  as  the  Publications  Review  Board, 
vetted  300  manuscripts  by  former  agents 
from  October  1999  to  September  2000,  the 
period  when  they  were  reviewing  the 
Bearden-Risen  proposal.  And  “the  modem 
CIA”  turned  down  a  third  of  them. 

Neither  Risen  nor  The  New  York  Times 
is  answering  questions  this  time  around. 

Fred  Brown,  ethics  columnist  for  Quill 
magazine,  the  periodical  of  the  Society  of 
Professional  Journalists,  couldn’t  under¬ 
stand  why  the  Times  would  permit  Risen 
to  make  the  book  deal.  “It  raises  questions 
about  the  depth  and  treedom  of  his 
reporting,”  said  Brown.  Would  The  Denver 
Post  have  allowed  Brown  to  sign  a  similar 
agreement  when  he  was  its  Statehouse 
reporter?  “No,  I  don’t  think  so,”  he  replied. 
“It’s  too  close  and  too  covert.” 

Meanwhile,  the  CIA  copy  editors  are  eye¬ 
balling  the  manuscript.  Did  they  rewrite 
history?  “We  raised  some  issues  with  Milt, 
but  we  can’t  tell  you  what  they  were,”  said 
CIA  Public  Affairs  Director  Bill  Harlow. 

Was  the  integrity  of  the  book  affected 
by  CIA  screeners?  “The  book  was  not 
appreciably  changed  by  the  CIA,”  said 
Joy  de  Menil,  the  Random  House  editor 
who  supervised  the  pre-censored  version. 
“The  foreword  will  inform  readers  that 
the  material  written  by  Milton  was  vetted 
by  the  CIA.”  i) 
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the  tzLJ^  digital  system  Get  ready  for  the  ride  of  your  life.  Presenting  the  EQS-1D 
and  EOS  D60,  Canon's  latest  cutting  edge  digital  cameras.  With  a  magnesium  alloy  body  and  a  shooting  speed  of  up 
to  Sfps,  the  10  is  tough  as  nails  and  insanely  fast.  With  6.29  million  pixels  and  a  proprietary  CMOS  sensor,  the  new 
D60  produces  mind-boggling  image  quality.  Fully  compatible  with  over  50  EF  lenses,  there's  no  reason  not  to  saddle 
up  and  give  one  a  try,  Adventure  calls.  Are  you  ready  to  live  on  the  edge? 
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